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THE MILLING PAPERS. 


By Gregg Boorman. 


One of the most important industries 
of this country, both in the value of its 
output and in the extent of the distri- 
bution of its products, is that of mill- 
ing and its cognate interests. Every 
State is dotted with plants devoted to 
the work of transforming the raw fruit 
of the harvest into fit material for hu- 
man food; establishments ranging in 
size from the little water mill that cares 
for the farmer’s grist to the vast struct- 
ures filled with costly and complicated 
machinery, whose daily output, amount- 
ing in value to thousands of dollars, is 
shipped to the four corners of the 
earth. In number they aggregate 
about 25,000 for the entire country. 

The papers representing this indus- 
try are not numerous, there being only 


twelve published in the United States 


and Canada. Of these, three are issued 
weekly and nine every month, At the 
head and front unquestionably stands 
the Morthwestern Miller, of Minne- 
apolis, a weekly. It is handsomely 
printed and is regarded by many pub- 
lishers as one of the models of trade 
journalism, Its matter is made up of 
editorial topics, ably treated, and signed 
letters from every important milling 
center and distributing market in the 
world. It does not pretend to touch 
on milling as a technical art, but is de- 
voted exclusively to the interests of the 
office and counting-room. When it is 
considered that the handling of milling 
raw material through the great ex- 
changes, and the sale and exporting of 
the finished product through the large 
mercantile establishments of our cities, 
employs more men and capital than 
does the manufacturing itself, it be- 
comes plain how a monopoly of this 
interest, such as is possessed by the 
Northwestern Miller, becomes a val- 
uable property as well as the source of 
great influence. W.C. Edgar, the re- 
sponsible editor of this publication, 
whose efforts procured the sending of 
a shipload of dour to the starving Rus- 


sian peasants, for which he received 
the personal thanks of the late Czar, 
and whose later contributions to the 
American magazines on Russia brought 
him general recognition, is strict in the 
conduct of his business to a degree 
bordering upon severity. For instance, 
he has practically no free list. He 
pays for such exchanges as he desires 
and exacts the same from all who wish 
to read his paper. The advertising 
rates are very high, both absolutely 
and relatively, in proportion to circula- 
tion. It is needless to say they are 
rigidly maintained, and they are said 
to be profitable to the advertisers. ‘he 
circulation of this paper is international. 
It is reported as paying large dividends 
to its owners. 

The Modern Miller, published at 
Kansas City, is another weekly that 
aims to cover much the same field as 
its Minneapolis contemporary, al- 
though it admits technical articles to 
its columns. It is made up with small 
pages, not much larger than those of 
PRINTERS’ INK, and is bright and 
sparkling to a degree. It hasa strong 
foothold in the South and Southwest. 

The American Miller, of Chicago, 
a monthly, unlike the papers already 
mentioned, is published in the interest 
of milling as a technical art and has 
little or nothing to say about the com- 
mercial features of the business. It 
has a large circulation both among 
proprietors and operatives. It is thus 
a favorite medium for advertisers of 
machinery and specialties. Its an- 
nouncements are so many as to make 
it bulky in size and are said to be ob- 
tained without special solicitation, a 
rare thing in the advertising business. 

Milling, of Chicago, is virtually a 
monthly technical magazine with some 
literary features. It is one of the hand- 
somest of publications and is peculiarly 
high in tone and dignity of utterance. 

Other milling papers that stand well 
in their particular fields are : The Roller 
Mili, Buffalo, N. Y., a monthly ; the 
Southwestern Miller, St. uis, 
monthly; and the United States 








900 


Miller, Milwaukee, Wis., monthly. 
Canada has one milling journal, pub- 
lished monthly, the Canadian Miller 
and Grain Trade Review, of Toronto. 
The Tradesman, of Chattanooga, 
Tenn,, and Dixie, of Atlanta, Ga., 
each run a milling technical depart- 
ment and carry many advertisements 
of milling machinery. Zhe Miller, of 
London, Eng., has some circulation in 
this country among exporting millers 
and merchants. 
siceanstiadlincceesaay 


THE LUMBER AND WOOD-WORK- 
ING PAPERS, 


‘By Gregg ‘Boorman, 


The last census shows that the lum- 
ber industry in the value of its output 
is the largest of any in this country, 
exceeding that of iron even by several 
millions of dollars. As might be ex- 
pected, the periodicals devoted to it 
are many andimportant. A noticeable 
feature of the lumber press is the high 
character of the work shown in its news 
and editorial columns. Special writers 
are kept constantly in the field, and the 
best informed talent is employed in the 
editorial offices. The salaries paid are 
among the highest common for news- 
paper work. It follows, naturally, that 
the lumber papers are, as a rule, costly 
to produce, and their advertising rates 
are thus necessarily high. On the other 
hand, their standing with their constit- 
uents is peculiarly good, and their in- 
fluence strong. 

The oldest, and probably the most 
widely circulated paper devoted to this 
interest, is the Morthwestern Lumber- 
man, a weekly, published in Chicago. 
It averages from 52 to 60 pages in size, 
and its subscription price is $4 a year. 
Its field isas broad as the lumber busi- 
ness, and it is largely read in the offices 
of the better class of merchants and 
manufacturers. 

The Z7imberman, a weekly, is also 
published at Chicago, and ably covers 
a field somewhat similar to that of its 
neighbor. Its subscription price is $2 
a year, its advertising rates also being 
less tian those of its contemporary. 

The Lumber Trade Fournal, a semi- 
monthly, published at New Orleans, 
was located at Chicago for thirteen 
years, and removed to the Crescent 
City in July of the present year. Its 
field has always been a general one, 
but its present location makes it the 
virtual organ of the industry in the 
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South, where to-day stands 60 per cent 
of all the timber in the United States. 
This vy has always been distin- 
guished for its dignity and reliability, 
and is the most handsomely printed 
publication of its class. 

Hardwood is a semi-monthly pub- 
lished at Chicago. As its name indi- 
cates, it is devoted exclusively to the 
hardwood branch of the lumber busi- 
ness. 

In addition to these papers of gen- 
eral circulation, there are those that 
aim to cover a special territory. Among 
the best of these is the Mississippi 
Valley Lumberman, of Minneapolis, 
a weekly whose advertisements are 
constructed in a manner that would do 
credit to any of the so-called advertis- 
ing experts. In the East are the 
Lumber Trade Fournal and the Lum- 
bermen's Review, of New York; the 
first a semi-monthly, the latter a 
monthly. The Eastern papers are es- 
pecially devoted to the mercantile side 
of the trade and are ably conducted. 
‘The Southwest is well covered by the 
Lumberman, of St. Louis, a monthly, 
and the middle South by the Southern 
Lumberman, of Nashville. The Pa- 
cific Coast is represented by Woodand 
Iron, San Francisco ; the Puget Sound 
Lumberman and the West Coast Lum- 
berman, both of Tacoma, Wash. Can- 
ada has one lumber paper, the Canada 
Lumberman, of Toronto, Ont. Zim- 
ber, a weekly published in London, is 
read somewhat by exporters in this 
country, as it is in every country that 
seeks a market in Great Britain. 

The advertising pages of these papers 
are filled with the announcements of 
lumber manufacturers, lumber mer- 
chants, makers of wood-working ma- 
chinery and supplies, engines and steam 
fittings, and various specialties. They 
indicate a liberal expenditure of money 
which must yield satisfactory results, 
for the papers are constantly growing in 
size, importance and influence. Their 
circulation is important also, as nearly 
every one engaged in this vast industry 
is a subscriber to one or more of the 
lumber journals. 

HAPPY MR. HARD. 

Last week The News offered to present a 
ear’s subscription to Printers’ Ink, the 
famous advertising guide, to the first mer- 
chant cutting out the offer and sending it to 
this office. G. M. Hard, dealer in books and 
stationery, was the first to respond to the 
offer, and thus gets this interesting $2 publi- 


cation every week for a year.—Naugatuck 
(Conn.) News, 
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‘THE N. Y. “* TIMES’” ELECTION 
STEREOPTICON. 


A few days prior to the election the 
New York Zimes conceived the novel 
idea of filling in the intermissions be- 
tween its stereopticon screen announce- 
ments of the election returns with dis- 
plays of advertisers and business firms, 
whether they were or were not patrons 
of the 7imes. Accordingly it sent its 
advertising solicitors to about fifty of 
the prominent advertisers of New York 
and Brooklyn with an invitation to 

‘write out any brief advertisements de- 
sired, which it offered to display upon 
its screen without charge. The adver- 
tisers gladly availed themselves of the 
opportunity thus to reach such a large 
number of people as would necessarily 

‘be congregated in the wide space cov- 
ered by Printing House and City Hall 
Squares. The crowd who stood watch- 
ing the bulletin boards were thus treat. 
ed in the interims between such an- 
nouncements as: ‘* Albany County 
gives 1,094 plurality for Morton,” and 
-** Chemung County gives 846 plurality 
for Hill,” Sith announcements like the 

* following : 





Somebody Will Have to Eat 
CROW. 


: Why Not Drink 

: OLD CROW RYE? 

= COCR Hee eee eee ee eeeeeeene eeeeeeee * 
And this: 

eo Peccccccccces coccces eecceees * 

: PAY YOUR ELECTION BETS : 

: a ° 

: SPELLMAN HAT. : 

| EN bes mt Ohta FY * 
Or this 


THE NEW pay aaa LAMP. 
BY A LANGE i MAJORITY. 


Still another was aptand opportune 

— read : 

: se eeeeeeees COCO REED RHR eee eee ee eeee eee 

After the Election go to the 
: eee AND TURKISH BATHS, 
‘ 8 LAFAYETTE Pvace. 

BB terse e0eseeee coceeceoooscecos ; 

Not less sch Ae was this : 


Boccccveverere eeeeee feeeeeeeeee eeeerees 


errr 


; TWINGES OF R RHEUMATISM, 
: the Night Air ; 
: DRINE NK PIPERAZINE. WATER. : 


Not a few Democrats probably re- 
“membered with sadness next day this 
catchy one: 
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Meee eee eee eee eee wees eee esas esses Seer e eee 
DEFEATED CANDIDATES : 
Will Think They Are : 
: WICKE’S PATENT TILE-LINED : 
: REFRIGERATOR 
: To-Morrow—Nothing Colder. 
Mme eee ewe eee e rene eee enere serene eeeeeee * 


This one had as familiar an appear- 
ance as would Dr. Woodbury’'s face 
had it been thrown on the screen with 
- well-known interrogatory, ‘* Who 

2 


The chief novelty of the work lay in 
the fact that four reflections were made 
on the screen simultaneously and alter- 
nated with figures of the returns, car- 
toons, etc. Instead of one bulletin 
upon a moderate sized canvas, as is 
usual, the Zimes was able to display 
four upon one very large canvas. This 
quadruple service, which we believe 
has never before been attempted by any 
newspaper, was accomplished by using 
four disks of light twelve feet in 
diameter upon a screen twenty-five feet 
square. In place of the customary 
calcium light, electric lights were used, 
giving sharp and clearly defined lines 
on the screen. Located on the north 
side of the Times Building, directly 
facing Printing House Square, the 
screen drew the attention of the im- 
mense crowd before the other news- 
paper offices as well as that directiy in 
front of the Zimes, and the announce- 
ments were plainly legible from the 
Brooklyn Bridge. In addition to the 
election returns, capital cartoons and 
the advertisements referred to, there 
were in constant use mechanical slides 
which projected on the screen figures 
in action, such as a monkey climbing a 
pole, an alligator swallowing a boy, 
etc. As the crowd was an ever-chang- 
ing one from 7 o'clock until past mid- 
tas 20,000 is a conservative estimate 
of the number of persons reading the 
illuminated announcements, each of 
which was displayed not merely once, 
but several times. The Zimes subse- 
quently sent the original gelatine films 
to the advertisers as a souvenir. 


+> 
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On what is known as the “ wrong side” of 
a necktie one usually finds a small tag bearing 
the name and address of the merchant from 
whom it was bought. A New York haber- 
dasher enlarges on this idea somewhat by the 
addition of a line advertising “six perfect fit- 
ting shirts for nine dollars,” 
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Rew Work 


The best medium through which to make 
your wants known. 

If you have an article of merit and you 
wish the public to know it advertise in The 
Sun. 

If you would advertise judiciously and with 
satisfaction to yourself try the advertising 
columns of The Sun, 
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ADVERTISING RATES. 


The Sun 


General advertising, - - per line, 400. 
Display type or cuts, double rate. 

Reading Notices (except ist or editorial pages), “‘ $1.50 

Reading Notices (ist or editorial pages), “2.50 


The Evening Sun 


General advertising, ~ per line, 30c. 
No extra charge for pane type or cuts. 

Reading Notices (except 1st or editorial pages), “ $1.00 

Reading Notices (1st or editorial pages), a 1.50 


Weekly Sun 


General advertising, . - per line, 50c. 


t. 


Reading notices (1st or inside pages), - $2.00 


Reading notices (last page), : - 1.00 
The Sun, 


New York, 
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THE ETHICS OF ADVERTISING, 
By R. G. Ray. 


It is only within a comparatively re- 
ent period that advertising has become 
a science—a definite intellectual pursuit 
fequiring skill, talent and tact of a high 
order, and capable of application, ex - 
ploitation and expression in directions 
where, a dozen years ago or so, no one 
would ever have expected to look for it 
as athesis. We do not have to go back 
half a century, to the days so interest- 


"ingly spoken of in the paper recently so 


teprinted by PRINTERS’ INK from 
Chambers’ Fournal of December 28, 
1844, to find advertising merely a 
secondary appendage to the conduct of 
certain commercial enterprises and a 
comparatively unimportant incident of, 
and adjunct to, the business of publish- 
ing newspapers and periodicals. In- 
deed, this condition of affairs continued 
to exist for upwards of thirty years later 
without material inherent change; and 
pot until the great and never-to-be-for- 

tten revival in American magazine 
Tieatore, from both literary and artis- 
tic standpoints, which occurred about 
@ dozen years ago, was it that adver- 
tising threw off its incubus of narrow- 
minded prejudice and portentous igno- 
tance, and became established on the 
basis of a specific science as firmly and 

ith a good right as, years and years 


fore, it had been recognized as an 
honorable, dignified, ‘and lucrative 
business. 


As all sciences are governed by laws, 
so is the science of advertising regu- 
lated and governed by certain well-de- 
fined and well-understood rules, which 
éxperience has shown to be necessary 
to the proper conduct and development 
of its various departments. As with 
all other branches of human knowledge, 
this science also has assumed such vast 
proportions as to make it desirable to 
divide it up under separate heads, in 
order that each branch or division may 
receive such consideration and discus- 
sion as its nature would seem to war- 
rant ; and as, in medicine for example, 
there are specialists who make the study 
and treatment of certain diseases their 
exclusive field ; or, as in the science of 
electricity, some experts deal with elec- 
tric lighting only, others with tele- 

phy and telephony,and others, again, 
exclusively with electric motors and 
means of propulsion—so in the science 
of advertising. ~I apprehend that the 
day is not far distant when we shall 
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have experts and specialists for maga- 
zine advertising and advertisers exclu- 
sively ; others who devote their atten- 
tion solely to the retail trades as 1epre- 
sented in the kaleidoscopic announce- 
ments in our great dailies ; yet others 
who are specialists in street car and 
sign advertising and its branches ; and 
again a large class whose specialty will 
be the promulgation of handbills, cir- 
culars, booklets, and announcements in 
that form. Of course, I am perfectly 
well aware that we have long had 
so-called specialists in all these different 
branches, but my very pleasant and 
somewhat extensive experience with 
these gentlemen has been that they do 
not strictly confine themselves to any 
one of these several ‘‘ specialties ;” but 
are quite willing (as most of them, be it 
said in justice to them, are also abun- 
dantly able) to do a little in all these 
various branches, if they see any money 
in it, and seldom refuse a paying ‘‘job. 
They have, therefore, as yet, hardly 
developed into straight out-and-out 
‘* specialists,” as that term is under- 
stood in the medical profession ; neither 
is there any need for it—as yet ; but the 
time will come, I say, and I believe it 
to be not far distant either, when the 
demands and details of advertising in 
all its branches shall have assumed such 
magnitude that, in order to obtain the 
best possible results for clients, those 
who devote their time and attention to 
the making and exploitation of adver- 
tisements for others, will have to elect 
and select such particular branches or 
departments of the science as may 
prove most congenial to them and for 
which they develop the greatest apti- 
tude. When that time comes, the 
writer of rhetorically and euphonistic- 
ally correct, graceful, pure and elegant 
ads for promulgation in the Forum, 
Critic, Harper's, and other publica- 
tions of that ilk, will as soon think of 
inditing a barn-door sign for ‘‘ Swine’s 
Cure for Hog Cholera ” (with pictorial 
attachment), as would the late ex-Presi- 
dent Arthur, in his capacity of an able 
and brilliant riparian lawyer, have 
thought of appearing as counsel for the 
defendant ina petit-larceny case. Not 
that one branch or specialty of the pro- 
fession (or science) is not as honorable 
as the other ; that is not what I mean; 
what I mean is, that there are inherent 
and incompatible differences between 
the nature of the pursuits, which would 
make the successful specialist in one a 
flat failure in the other ; and vice versa. 
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I have before me, as I write, a copy 
of the very last number ever issued of 
dear old defunct Putnam ; this maga- 
zine breathed its last (and a very sweet 
and peaceful breath it was) with the 
November number, 1870—just twenty- 
four years ago! That is to say, it did 
not exactly ‘‘ die ;” it was ‘‘ absorbed” 
by the Scribners and transformed by 
them into the old, original Scribner's 
Monthly Illustrated Magazine, ‘* con- 
ducted by J. G. Holland,” which was 
afterwards itself absorbed by The 
Century. The first number of the old 
Scribner was issued the same month 
(November, 1870) as the last Put- 
nam's, and was called ‘‘ Putnam’s edi- 
tion of Scribner.” Old magazines 
always did have a peculiar charm and 
attraction for me, and not the least on 
account of their advertisements. I have 
in my library complete sets of the old 
Scribner ; its successor, The Century; 
the new Scribner ; Lippincott’s, and 
the Cosmopolitan ; and I also own a 
complete set of Harper's, with not a 
single number missing or defective, 
back to November, 1867. In every 
single copy, without exception, have I 
retained the advertisements, and I 
always give instruction to the binder, 
when I am having the volumes bound, 
to be careful to leave all the advertising 
pages intact. In my opinion, this 
doubles or trebles the value of these 
magazines ; and the genuine pleasure 
and wholesome instruction which I 
derive from looking over these old ad- 
vertising pages, occasionally, is hardly 
secondary to the enjoyment with which 
I follow the dear old Easy Chair (now, 
alas, with us no more!) in its critical 
peregrinations, or read the delightful 
stories and essays of Timothy Titcomb, 
George McDonald, N. P. Willis, and 
many other lights in magazine literature 
of those days. 

Let us pick up, for a few moments, 
this old Putnam in its pea-green cover 
embellished with cuts (and not at all 
bad ones) of American maize and 
sugar-cane, and glance at the ads. 
The post of honor, on the outside of 
the back cover, is held by the full-page 
ad of ‘‘ The American Piano,” manu- 
factured by Doane, Wing, Cushing & 
Smith, of 423 Broome street, New 
York. Nearly one-quarter of the page 
is taken up by a fairly good cut of an 
ordinary square piano, with the con- 
ventional bow-legs and lyre-pedal that 
were fashionable a quarter of a century 
ago. The ad itself is extremely 


days. On the inside page ( of 
cover) is also a full-page ahnounce- 
ment, not illustrated, by Goupil & 
Company, who advertise engravings, 
chromos and photographs ‘‘ from the 
works of the most celebrated masters 
of ancient and modern times,” for 
sale (with or without ‘‘ frames and 
passepartouts”) at their picture gal- 
lery, Fifth avenue and Twenty-second 
street. Also, this ad is as uninterest- 
ing and commonplace as it is possible 
for a decent ad to be and not lose 
self-respect. On the inside page of 
the front cover (the outside contains 
an index of the contents of the num- 
ber) are four quarter-page advertise- 
ments, three of which are entirely ‘‘ out 
of date,” while the fourth stares usin 
the face as an old and well-known 
friend— 





SAPOLIO. 





The brightly-polished tin pan and 
the gentleman using it as a mirror— 
do we not all know it well ? 

What else do we find? It seems 
like resurrecting the dead—so many 
of the firms and concerns which adver- 
tised in Putnam in 1870 no longer 
exist ; and it is, therefore, a real pleas- 
ure to find an old friend like Sapolio 
still alive—very much so—“‘ and kick- 
ing !” 

There is an inset of four pages 
taken up by an ad (with nothing in it) 
of ‘‘The Continental Life Insurance 
Company,” of 22, 24 and 26 Nassau 
street, New York; several pages of 
announcements of new publications by 
the Putnams; a full page is devoted 
to Elgin watches (chiefly testimonials); 
Littell’s Living ‘Age also has a whole 
page to display recommendatory ex- 
cerpts from other papers in; and so 
has the £clectic Magazine, now de- 
funct, I believe. Finally, Prang, of 
Boston, advertises a portrait of Bee- 
thoven, in two sizes, and uses a full 
page to do it in; and—that’s about 
all! Of cuts, only the piano picture, 
a commonplace cut of a Continental 
soldier in uniform, adorning (?) the 
insurance ad, and two cuts of watch 
escapements for the Elgin Co.’s ad. 
C'est tout! Well, no. Perhaps I 
ought to mention that there are. small 
ads of the Blees Patent Sewing Ma- 
chine (I never heard of it before); the 
U. S. Piano Company; the Liverpool 
& Great Western Steam Company 
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cabin to Europe reduced to 
os gcld); the Woven Wire Mattress 
Company, of Hartford, Connecticut ; 
and Rogers Statuary—the latter with a 
printed cut of his charming 

little statuette, ‘‘ Taking the Oath.” 
This is a fair sample of magazine 
advertising as it existed exactly twenty- 
four years ago, when the firm of Wm. 
J. Carlton & Company, of 39 Park 
Row, shone as one of the great lights 
in the advertising business. I remem- 
ber the firm well; also their list of 
thirty (30) magazines, with a (whether 
“claimed” or ‘‘ sworn” I do not 
know) circulation of 1,200,000! Their 
tax was fifteen dollars (gold) per line 
for the entire list of thirty, among 
which were Putnam's, Harper's, Go- 
dey’'s, the Atlantic and the Galaxy. I 
have forgotten the names of the others. 
Ves,.now I come to think of it, there 
was also a Ballou’s Monthly in those 
days (illustrated), and a story paper 
called the Western World had = wd 
was in those days considered a tre- 
mendous big run of advertising. I 
still have a copy of it, with the ads of 
the Florence sewing machine, the im- 
proved ‘* Wilson” shuttle machine, 
Colgate & Company’s Toilet Soaps, 
Dooley’s Yeast Powder and—Sapolio. 
But I have already made this paper 
much longer than I had intended— 
and yet many interesting things re- 
main to be told. In order-to arrive at 
a correct and proper understanding of 
the ethical pn scientific side of adver- 
tising, it is necessary to com the 
old with the new, the obsolete with the 
‘* up-to-date” style, the ‘‘old fogy” 
way with the y > de siecle methods 
now practiced, and such a study and 
comparison is best made through the 
media of American periodical litera- 
ture. Having completed the study 
and comparisons to which these give 
rise, we shall next analyze the results, 
reducing and sifting therefrom such 
data as will enable us not only to build 
up a thesis of distinctively national 
(i. e., American) advertising in its 
several branches—dealing chiefly, how- 
ever, with the literary and artistic ele- 
ments of this science—but also place 
before us in a plain and strong light 
the zsthetic and artistic side of adver- 
tising. For there is this delightful 
peculiarity about the oo of adver- 
tising that, properly managed, it 
merges imperceptibly into the realm of 
.the fine arts, with two of the daughters 
of Zeus as its handmaids, and with 
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(as yet) undiscovered—or at least un- 
tried—possibilities both in de/les lettres 
and in the graphic art. 

or —_—_—_ 


THE CLIPPING BUREAU. 


Nearly everybody reads the news- 
papers with a keen eye for that particu- 
lar field of news in which business in- 
terests are involved. It may be poli- 
tics, stocks, base ball, books, produce, 
bonds,.or pork, or something else. If 
you could have placed before you every 
day the current news on your particu- 
lar hobby it would surprise you to see 
how many people are writing and talk- 
ing about it. 

A single newspaper of this day often 
means more than any man in business 
life can read, much less digest. -The 
demands of business and the general 
process of evolution bring out queer 
combinations. Some ingenious fellow 
starts a scheme; in a year or two it be- 
comes a part of our business system. 
The extent to which the modern way 
of reaching the great newspaper system 
is used will astonish those who have 
given the subject no attention. 

There are probably a dozen clipping 
bureaus in New York and others in 
Boston, Washington, Chicago and San 
Francisco. A. number of girls are 
seated at as many stands, reading the 
newspapers, marking paragraphs, turn- 
ing and skipping, and when you see 
what is left, the paper seems to have 
been struck by lightning. 

The evolution of the clipping bureau 
is similar to that of stenography, type- 
writing and other labor-saving devices 
in professional life. By this scheme 
you can get from 2,500 newspapers 
every day any information contained 
therein on any particular subject in 
which you are interested. The uni- 
form remuneration for finding each 
article is five cents. 

It is because of the number of sub- 
scribers and variety of subjects that 
such work is possible and paying. 
There are certain subjects in great de- 
mand, and hundreds of newspapers 
must be purchased daily to cover them. 
With the entire newspaper system at 
command, there is no excuse for errors 
of judgment; it is the concentrated 
voice of public opinion. There are 
twenty thousand subscribers to a single 
bureau, and twenty professional read- 
ers searching the thousands of daily 
papérs for them. Many of these sub- 
scribers do not receive more than 























twenty or thirty clippings a month, but 
some big corporations often have 
monthly bills running up into the hun- 
dreds. . 

The price of the searcher is a small 
fraction of a cent, and these keen-eyed, 
nimble-fingered girls are doing and 
reading professionally for people who 
are too busy to do it for themselves ; 
and they are doing it more thoroughly 
and exhaustively than any one man 
could possibly do, if every day con- 
tained forty-eight hours and he hadn’t 
anything else requiring attention. 


NEWSPAPER ADVERTISING VS. 
SOLICITATION. 


‘By James H. Plummer. 


In February, 1891, just after the 
great failure of the Barings, which pro- 
duced a small panic in some financial 
circles in this country (and I do not 
know as it was such a small panic after 
ali), many New York banks stopped 
discounts even when gilt-edged security 
was tendered, and money was scarce. 

Just at this time the Georgia-Alabama 
Investment and Development Com- 
pany was sprung upon the public boldly 
through the medium of the advertising 
columns of the Boston, New York and 
Philadelphia daily papers. 

The promoters of this enterprise 
never intended to spend a dollar in 
newspaper advertising. ‘The men who 
comprised the board of directors were 
as solid financially as any in the New 
England States, and they all personally 
endeavored to interest capital in the 
enterprise. Half a million dollars 
were required by the company to carry 
out its plans for improvement of its 
property. 

After working for six months, beg- 
ging and soliciting for subscriptions to 
the stock by these men of influence 
(and they were men of influence, in- 
cluding Hon. Benj. F. Butler and 
Hon, James W. Hyatt) not enough 
stock was sold or money obtained 
through their work to pay six months’ 
office rent and running expenses, asum 
not exceeding $1,500. 

Their manager, who was a thorough 
believer in newspaper advertising, at 
last after total failure stared the board 
in the face, obtained consent to adver- 
tise the stock of the company through 
the medium of the daily press, 

When the proof of the half-page ad 
that had been prepared was submitted 
it was generally conceded by all the 





PRINTERS’ INK. 





907 


directors to be too large, and when the 
information was given that it would 
cost $700 for one insertion in the two 
leading daily papers of the Hub it was 
straightway declared to be ‘‘all non- 
sense” to think of spending so much 
money. It would not do; they would 
not get their money back, and a score 
or more objections that crowd into the 
minds of those who have never tried 
the efficacy of newspaper advertising 
as a means of obtaining what you want 
when every other source fails. 

But the manager carried the day 
against all odds. The advertisement 
was placed. In three days twenty-one 
hundred dollars in cash had come in by 
express and mail for shares, and thi 
four hundred dollars had. been paid 
into the office for stock, and the ad was 
still pulling. 

Of course the results astonished and 
pleased the directors, and the manager 
was praised. The modest man—this 
manager—said: ‘*Gentlemen, the ad- 
vertisement, I think, was good ; but it 
was the size of it that brought the re- 
sults. It was a ‘ broad side’ in this 
kind of advertising. You can’t make 
people talk much by shooting off a 
firecracker. Blow up a powder mill 
and there is some noise, Napoleon 
once remarked that Providence was on 
the side of the heaviest artillery and I 
think he is on the side of the bold ad- 
vertiser. A little ad would undoubt- 
edly have brought some results, but 
might not have enriched our treasury a 
dollar. It would have been buried 
under a mass of other ads and missed 
in effect. Only bold advertising will 
win in times like these.” 

From that day forth the manager 
had carte blanche to place all the ads he 
saw fit, and to make them as large or 
as small as he chose. 

Witness results: Thirteen hundred 
thousand dollars in cash were received 
for stock in a little less than- five 
months. The highest daily receipts 
were $42,000 and $47,000, but the 
average was equal to about $10,000 
daily. 

The mediums were mostly dailies, 
and when possible both morning-and 
evening were used, and always half a 
page. Sunday editions were largely 


patronized, and, strange to say, brought 
more out-of-town business than city. 
The enormous results, as recorded 
before, were achieved when stocks and 
bonds were unsalable and all kinds of 
securities were shrinking. All these 
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conditions had to be overcome, and 
bold advertising did it. Less than ten 
per cent of the gross receipts was the 
cost of this advertising. Of course, 
the reader will understand that every 
answer to the advertisement had care- 
ful attention ; all questions were an- 
swered by letter, and good printed mat- 
ter was promptly forwarded to every 
applicant. 

Admitting that the enterprise turned 
out badly for those who invested in the 
stock, yet the moral of this tale is that, 
even in the face of financial depression 
and when personal solicitation had to- 
tally failed, bold newspaper advertising 
changed failure to success. 


PAE RET ERE 
HOW CLOTHING ADS ARE WRITTEN. 


Mr. Slamm (of Slamm, Bangg & Co. 
Clothiers)—Did the landlord say he would 
send a man down to change the knub on that 
frent door? 

Mr. Bangg—Yes; he'll have it done next 
week. 

Mr. Slamm (after scribbling a few minutes) 
—How’s that lot of pants we got from the 
Cuttonwool Pants Co.? Are they most all 
gone? 

Mr. Bangg—O, there’s a dozen pair or so 
left, odd sizes. 

Mr. Slamm—Lessee ; what’d them net us, 

Mr. Bangg—'l wo-seventy. 

Mr, Slamm—What was it that man from the 
Horse Blanket and Men’s Ulster Manufactur 
ing Co. offered us the other day ? 

r. Bangg—Said they'd made up a big 
stock of cheap overcoats that we could buy 
from, a dozen at a time, if we wanted to pay 
cash for ’em. 

Mr. Slamm—What’ll they cost? . 

Bangg—Four-sixty-seven, I think he 
said. 

Mr. Slamm—Have we got any heavy over- 
coats ourselves? 

Mr. Bangg—Not a blame one. 

Mr. Slamm—How many suits do you sup- 
pose we’ve got on hand sienutiee? 

Mr. Bangg—Mebbee three hundred. That's 
counting two lots on consignment from Shod- 
dy, Nephews & Co,, and what winter goods 
we've got. 

Mr. Slamm—I think we want a little an- 
nouncement in the Sunday paper. How dves 
this read? ‘On account of the projected al- 
terations in our store—[the door-knob, you 
know]—we are obliged to greatly reduce our 
stock of gent'emen’s clothing within the next 
ten days. This is a genuine clearance sale, 
and goods will go without regard to cost. We 
will mention a few items :— 

**Six hundred and sixty-four pair all-wool 
Trousers, a complete assortment of patterns 
and sizes, formerly six to nine dollars a pair, 
now FOUR DOLLARS! 

“Three hundred and seventy-nine Over- 
coats, carried over from last winter, worth 
seventeen dollars; now NINE DOLLARS AND 
THIRTY-FOUR CENTS! 

“Three thousand, seven hundred and fortv 
suits, divided into two great bargains lots, all 
formerly selling at ten to fourteen dollars; 
now eight dollars! 

“All our twenty, twenty-five and thirty 
dollar suits now twelve dollars /” 

Mr, Bangg—That’s the talk! 

‘ . Browning, King & Co.'s Bulletin, 
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MORE ABOUT TRADE JOURNALS. 


That the influence of the trade journal has 
enormously increased of late years, and is still! 
increasing, nv intelligent person would venture 
todeny. At first it was little betterthan a 
mere advertising sheet, but by degrees it has 
adyanced to the position which it to-day oc- 
cupies, of being an indisp ble rep 
tive of the special branch with which it iscon- 
cerned, Within its proper sphere, it wieldsa 
power and influence not second to that of the 
most prominent daily paper. 

As a matter of fact, the daily paper itself, 
and, through it, the general public, is in- 
debted to the trade paper for the informat:on 
obtained about styles and fashions, Let an 
article describing a new style or fashion ap- 
pear in the columns of a trade paper, and, in 
various ways, the influence of the views set 
forth will begin to make themselves felt. 
‘Those connected with the branches of in- 
dustrv represented by the paper will have 
their ideas influenced by the article in ques- 
tion, and though they may not put them into 
practical execution at the time, they are likely 
todo so later, The daily paper prints, the 
article in its original form or ina form more 
or less altered. From this the country or 
the weekly paper reproduces it, till in duc 
time it has found its way to every quarter of 
the country. 

It is well to keep this one out of the many 
important functionsthe trade paper performs 
wellin sight. Sometimes we meet with in‘i- 
viduals who seem to believe the only mission 
of the trade paper is to solicit and publish ad- 
vertisements, 

While this must, indeed, be its main de- 
pendence for the financial support necessary 
to make it successful, it is only a means to an 
end.— Shoe and Leather Facts, Philadelphia. 
o-____ 

Tue amount of money paid to a man who 
can write ads that bring business is a very 
small thing compared to the business that 
comes from the work of suchaman, An old 
song that “‘ advertising don’t pay,”’ is oftener 
sung by the men who refuse to use the means 
that make it pay, than by any other class. 
What often amazes me is, that such mighty 
poor work gets so much business, business 
that seems to come in spite of, not because of 
the ad, and the conclusion must be that if 
poor work will get some business, good work 
would get.a great deal more. 

Emerson De Puy. 


+> 


An organized effort will probably be made to 
advertise Minneapolis by bringing conven- 
tions to this city ; they are the greatest adver- 
tising medium to be found, for this reason: 
Delegates whw visit a city havea practical ob- 
ject lesson before them of the many advantages 
offered, and these are presented in such a way 
that they cannot forgetthem, You may send 
all of the printed matter that you want to, to 
persons not residing in Minneapolis, but they 
will never get the same knowledge of the city 
that they would were they to visit it and spend 
several days in sightseeing.—Minnea polis 
Times. 
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A New York illustrated publication is now 
for sale at the Memphis news stands that 
should be suppressed by the city authorities 
and should be barred from the mails by the 
Federal officials. In comparison with it the 
Police Gazette isa family journal. It is utterly 
and intolerably obscene, and wholly in viola- 
tien of the laws prohibiting the vending of 
debasing literature.—Memphis Commercial 
Appeal. 

















THE END OF A GREAT SCHEME, 


“Tt was a great scheme,” said Fogg with 
unwonted animation, ‘‘a great scheme, and 
= for one thing it would have worked like a 


rm. 

“ Reading an advertisement of a grocer who 
pee away a teapot with every pound of tea, 

said to Mrs. F.: * Hannah, hereis a chance 
tu get a teapot for nothing.’ * Where?’ said 
she. ‘ Just listen to this,’ said I, ‘Then I 
read the advertisement to her; that was all 
that was necessary. It wasn’t ten minutes 
before she had on her things and was off. 

** When she came back, an hour or so later, 
her face was all aglow with conscious pride, 
‘What do you think of them?’ said she. 
‘What in thunder did you buy two pounds of 
tea for?’ says 1; we will never use that much 


tea.’ *I did not buy two pounds,’ said she. 
*Then where did you get two teapots?’ said 
I, ‘I bought this one,’ said she. * What for ?’ 


saidI, ‘They gave you one with the pound 
of tea.’ * Yes,’ said she, ‘but on the other 
side of the street there is a crockery store 
where they give a pound of tea with every 
teapot that is bought there. I wasn’t going 
tolose the chance to get a pound of tea for 
nothing; so I bought a teapot.’ 

“*T never wasso proud of Hannah in all my 
life, though I did not let on, you know. But 
she had given me an idea, and I made up m 
mind to work it for all it was worth; ty | 
saw that if rapety followed up it meant that 
I could get all of my supplies for nothing. 
Here was my wife who had got a gratuitous 
teapot and an eleemosynary pound of tea, and 
she was only awoman. Whatcouldn’t aman 
accomplish in the same line? 

**So I sauntered out on an exploring expe- 
dition. It was not long before I found acigar 
store where they gave a quarter pound of to- 
bacco with every pipe sold, and another where 
they gave with every package of tobacco dis- 
posed of a brierwood pipe. 

“*So, to begin with, | bad both pipe and 
tobacco free tis for nothing. Then I got 
an umbrella thrown in witha pair of rubbers, 
and a pair of rubbers as lagniappe for an um- 
brella ; a bottle of bair oil with a hair cut and 
a hair cut with a bottle of hair oi! ; a porous 
plaster with a pound of candy and a pound of 
candy with a porous plaster, and so on. 

“T found that I could get anything I de- 
sired without money and without price ; and 
all that was necessary was to purc some- 
thing else. It was a great scheme, as I said 
in the beginning. I found myself in possession 
of a good many things I didn’t want; but 
that’s nothing ; everybody has things he has 
no use for, The scheme was a good one and 
it worked well—or it would have worked well 
only for one thing.” 

** And that was?” 

‘“* My money gaveout. Exasperating, wasn’t 
it, when everything was working so beauti- 
fully ?”—Boston Transcript. 





Tue Chinese use signboards to designate 
their places of business, but they do not at all 
resemble signs as we know them in this coun- 
try. Their signs would be as follows: “ De- 
lightful abode of virtue and happiness,” 
“Ten th d happi ” andthe like. 
They have several business mottoes, among 
the many this very sensible one: ‘‘A man 
without a smiling face must not open a shop.”” 
Instead of saying that you cannot engage in 
business without capital, their mottois, ** You 
must have a couple of grains of rice to catch 
a fowl.” —Oxtlook, 
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THE GAME OF HEARTS. 
** Look you,” said Constance Mulligataw- 


"Then she jilted him in favor of a policeman 
who had got his picture in the paper for ac- 
cepting a bribe. 

*{ cannot marryan obscure man,”’ she ex- 
plained coldly. 

‘* I will be avenged,” he cried, merely. 

He was true.to his word. 

When he was cured of a torpid liver and 
was honored with a quarterepage portrait in 
the press he wouldn’t notice the little girl he 
once had loved. 

She in turn could only kick herself as if her 
heart would break.— Detroit Tribune. 








—_ 

PRACTICALLY the whole population read the 
public prints at the present time, Hence, as 
an authority puts it, “the opportunity for 
advertising business furnished By the news- 
papers and journals of solid and reputable 
standing is one of the most valuable features 
of our advanced civilization.” It is not a 
difficult mental feat to call to mind half a 
dezen or more mercantile houses in New York 
or Philadelphia which, through persistent and 
original advertising, are celebrated throughout 
the Union. They are everywhere recognized 
as leaders in their trade. The distinction thus 
achieved affords a convincing illustration of 
the value of advertising.—/ainters’ Maga- 
zine, 


——— +o 

Money expended in advertising, like the 
money expended by a business firm in post- 
age stamps, may come out of the kets of 
the buyers, or it may come out of the pockets 
of the sellers, No one seems to know which, 
and no one seems to care, People will con- 
tinue to purchase advertising space just as 
they will continue to buy postage stamps. 

———— 


Ir a man does not feel like writing an ad, 
poem or article, he had better not write it, as 
the matter produced under such circumstances 
is almost sure to be pretty poor stuff, 


_ SPOILED HIS AD. 
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Ching -Me adviertizee allee samee Meli- 
cans. Bling lots of tea blizness, 


Ching (ten minutes later)— Oh! hangee Mel- 
ican bloy! Spoilee advlertisement. Kaockee 
dick out o’ tea bli Harper's We kiy. 
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THE “ PROCESS” ENGRAVING. 
“E one knows how enormously news- 
paper illustration has been increased since the 
advent of photo-mechanical work ; but prob- 
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THE PRINTERS’ INK AGE. 
More advertisements are printed to-day 
> ever before in the — tory. 
ot many years ago the ‘‘ad’’ copy was 
d pap ton the work dered 





ably few have any idea of the pro- 
portion in which eg ng A gir a iter 
or less Almost the whole of the line 
illustrations, spoken of as woodcuts, are 
photo-zinco blocks, made from black and white 
drawings, and even the comparatively few 
wood-cuts that are now made, almost all ac- 
knowledge the help of the photographer in 
transferring the drawing of the artist to the 
surface of the block for a so that the 
old art of drawing upon w has largely 
fallen into abeyence. 

*The wood engraver has been so largely 
and so rapidly supplanted by * process’ that 
it has been stated he is already swept out of 
existence, but this is far from the case. 
‘The wood engraver has been obliged to adapt 
himself to new conditions, and many branches 
of his work have almost entirely left him, but 
there are some directions in which he still 
holds the field, and in which it is quite un- 
likely the ‘ process" can successfully compete. 
An example of this is in the engraving of ma- 
chinery and similar work, in which it is im- 
possible for a half-tone production from a 
a seg to give anything like the life and 

rilliance that an engineer requires, and in 
which the pen-and-ink draughtsman for line 
work seems at present to have no chance 
against the wood engraver. There are indi- 
cations also that wood engraving will recover, 
to a certain extent, its place in high class illus- 
tration, for the art of the w engraver is 
one which no process can copy.’’—London 
Photogram. 

———_~+e—_—_—_—_—— 
BRASS SIGNS IN NEW YORK. 


A stroll along Broadway early in the morn- 
ing discloses an army of men engaged in pel- 
ishing the brass signs that flank the entrance 
ot the stores, and the same sight may be noted 
in Sixth avenue or any of the other principal 
business streets. Walk down one of these 
thoroughfares an hour later, and the rays of 
the sun, reflected from thousands of bur- 
nished surfaces, made bright for the day by 
vigorous rubbing, dance about you and dazzle 
yeureyes. In fact commercial New York isa 
~ of brass signs. 

he other day a South Fifth avenue maker 
was asked if he could give an estimate of the 
amount of money invested in these “ standing 
ads”’ of metal. 

** Well,” he replied, ‘a door sign of brass 
costs from $25 to $150, according to its size, 
lettering and Laster lesigns. Of course, you 
can get small office signs for less money, but 
| am speaking of those used by merchants, 
bankers and that class of people. Take some 
laige stores, and rs will notice they are liter- 
ally bordered with brass signs at the entrances 
and long signs beneath the big show windows. 
A display of that sort represents an outlay of 
fom anywhere between $500 and $2,000. 
From the local business our firm does, and 
from a general knowledye of how our rivals 
are getting on, I have no hesitancy in saying 
that commercial New York City has half a 
million dollars invested in brass signs.""—New 
York World. 

In consequence of a notice of a book en- 
titled “Art of Wing Shooting,” which ap- 

rared in Forest and Stream, the Southern 

Railroad Co., New York, who are the pub- 
lishers of the book, assert that they received 
about 3,000 applications for copies of it, 


prep : —— oe 

a disagreeable task, to be — ed and over 
with as soon as possible. To-day the mer- 
chant who advertises—and nearly all do— 
secks to put up in form and matter an adver- 
tisement attractive in appearance and enter- 
taining in contents, and to this end special 
writers are frequently employed. 

‘The pains, the taste, the originality, the 
different designs, the interesting matter, anc! 
always and mainly the bargains and novelties 
given and described make the modern ‘*ad”’ 
one of the most attractive, entertaining and 
valuable features of every well-regulated news- 
paper, and which in many instances becomes 
athing of beauty and a joy for succeedin; 
days. This isthe age of the “ad,” one o' 
the most positive proofs that this is an age of 
progress.--Kansas City World. 





A RUM SELLER'S EYE-CATCHER. 


An effective and Pp ively i sive 
sign for a liquor store can be seen in front of 
a saloon on Cortlandt street, New York, near 
the Jersey City ferry. A large whisky 
barrel forms the basis of it. This has been 
entirely covered with thin sheets of brass 
cut in the form of staves and bound together 
by four copper hooks, The metal is kept 
brightly polished, and is an effective eye- 
catcher even at a distance of a block. 








KNOWS HOW IT IS HIMSELF. 

If the publishers of trade journals would 
show as much: nerve in sticking to their adver- 
tising rate, as in See Se 
their advertising receipts would be doubled.— 
The 1 rade Press of Chicago. 





“Tl cover the State of Indiana.”"—Frank S. 
Gray. 





“Get off our backs” is the motto of a 
Radical paper in Lemoore, Cal. 





Tue Golden Trumpet, Atlanta, Ill., is ‘‘de- 

voted to the interests of all nations on Earth.” 
———_+oo>_——— 

Weston and Western, are towns in Ne- 
braska, the former is in Saunders Co., the 
latter in Saline Co., and in both towns news- 
papers are issued. 


+-+> 





Berork a newspaper publisher is justified in 
soliciting the advertisers’ dollars, he should 
have furnished proof that he receives a cer- 
tain number of the people’s pennies. 





Tue various Hebrew journals, printed in 
English, are read by the most intelligent an: 
well-to-do people of the Jewish religion, and 
they, therefore, ought to be excellent medi- 
ums. 

at dametaniaiian tients tacit: 

Ir in an advertisement of a high-priced ar- 
ticle it is impossible to make its merits suf- 
ficiently apparent to convince a reader that 
the article is worth the price asked, it would, 
perhaps, be better not to mention the price. 

++ -__-- 


One or two bright sentences in an adver- 
tisement will make it so much more readable, 
without increasing its length to any extent, 
that to sacrifice them for the sake of brevity 
seems carrying the thing a little too far. 
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“ CominG évents cast their shadows before ; 
A well written ad means a crowded store. 
And no ad at all is the shadow that brings 
A failure, the sheriff, and similar things. 


$$$ +e —__—_—_ 
Ir your business health is failing 
Me he pinnae fal wall 
up—stop your mournfu! in, 
Take a dose of Printers’ Inx. - 
oe 
Lives of advertisers all remind us 
We can “ get there” if we try; 
And success will crown our efforts 
If we catch the e public eye. 





Ir in life you would succeed— 
Advertise. 


If competitors you’d lead— 
vertise. 
This the whole in shell of nut ; 
Do not get into a rut, 
Look about. Be watchful, but— 
Advertise. 


Some merchants think, it’s very clear, 

That advertising is a nut, 
A very hard one, too, they ‘fear. 

It may, in time, be opened, but— 
== the meat will not be good. 

ey try a little ad—one line. 

Then, if returns are not immense, 

“T told = so; the words were mine. 
*T was nothing but a fool expense. 

I always said 'twould do no good.” 


Ong of the annoyances which baker-bosses 
and confectionery manufacturersare subject to 
is the =e requests by labor unions to take 
advantage of their programme and picnic an- 
nouncement advertising space, requests which 
invariably are of so urgent a character that 
the busi man is c lied to grant them. 
In ninety per cent of these cases the adver- 
tisements are of no value whatever, and the 
money paid for them is a sort of a bribe for 
the future trade with the house.—SuJp/y 

urnal, 





———— 
LOOKING AHEAD. 


Eéitor—The B Eagle will be very glad, sir, to 
boom the growing real estate interests of 
Hawville , without money and without price; 
but one thing must be understood in advance. 

Promoter—What ? 

Editor—When the boom busts, the Zag/e 
is to have the printing of the mortgage fore- 

ure i —Puck. 





In order to make — advertising 
effective, showing must be 


git 


CONCERNING AD-SMITHS. 


The term “ad-smith,’’ which was at first 

— at by many, as being too far ‘etched 

inati\ e for advertising pu . has 

poor to be much used and the public appears 

to have yrasped the true inwardness of its 

meaning and to have accepted It as it accepts 
all good things in the end.—Buastuess. 

———— 


SELF RAISING, 
The sides of the covered wagons of the 
Cleveland (O.) Baking Co. display this legend: 
Ser Raisinc Serr Raisinc 
Pancake Four. BuckwueaT Four. 
The only twins known to support them- 
selves. They are “ self raising. 


KNEW FROM EXPERIENCE. 


= Where did the ancient prophets come 
from ?’’ asked a schoul teacher recently, and 
a business man’s son e up and said: 
“ Like the modern profits—from judicious ad- 
vertising.”” 


A NEW CLASS JOURNAL, 

The Berean Helper is published monthly 
at Trenton, N. J., ‘‘ Solely in the interests of 
sinners seeking salvation and saints striving 
for satisfaction. Subscription price, 25c. per 
year,” 


GOOD NEWS FROM TEXAS, 

Our exchanges from neighboring cities are 
coming in filled with live-looking advertise- 
ments,—Paris (7¢x.) Advocate. 

——__ +o —__——_ 

PxintErs’ ink persistently, plenteously, per- 
spicuously, and properly piaced produces 
plethoric purses. 





_ 


Tere is nothing like Gothic or full-face 
letters forau advertisement ; they are easily 
read and don’t occupy more space than they 
amaicadiied ‘ainters’ Magazine. 


Wuen a publisher does not see fit to report 
his circulation to the directory ae the 
latter takes it for granted that the reason is 
that the circulation is smaller than the news- 
paper publisher wishes quoted, and the fact 
pretty uniformly the « .— 
Chicago Paper. 





THE mere statement of circulation, repoited, 
claimed or sworn to, do« sn’t have much w eight 
with a smart advertiser. If he knows how to 
advertise he takes into consideration the age 
of a publication and character and amount of 
its reading matter, the ability with which a 
paper is edited, for upon the number and bied 
of readers a paper has depends chiefly its ad- 
vertising value, and these depend upon the 
contents of the reading columns.—Z.xchange. 
eo 

From various indications it would seem that 

advertising is to become in a sense one of the 
fine arts, with its profess‘onals, its amateurs, 
its patrons and its galleries. All ‘these promise 
to exist independent of tle mercenary or com- 
mercial side of advertising. For a long time 
past ‘“‘collectors” have been busy in the 
realm of illuminated posters. France has had 
one or two exhibitions of this sort and now it 
is announced that in November London is “ 
have an exhibition, in which will be displaye 
various collectiors of handbills, posters, tie 
minated advertising work, etc.— pad oa A 
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HELP THE POOR, 

A Scottish newspaper reporter called atten- 
tion the other day toa pacer advertise- 
ment ina d ver 

a row of books is placed the following attract- 
ive legend: 








ENCOURAGE THE POOR AUTHOR. 
A GOOD SCOTCH STORY 


BY 
THE DUKE OF ARGYLE, 
Price One SHiuinc, For Turee Pence. 














‘The book referred to is the duke’s ‘* High- 
land Nurse,” published only a few yearsago. 
While the public is laughing at what they re- 
gard as a good joke on his.grace’s ** poverty,” 
the wily book-dealer, in his disgust at the un- 

pularity of the work and co uent loss on 
Ris stock, may fancy that its rapid drop to the 
three-penny would justify him in terming the 
duke a‘ poor author” in another than a pe- 
cuniary sense. PS omen C. Morrer. 





NOT RECOMMENDED. 


The following sign in a shoe store window 
recently aitracted my attention: 





WE WARRANT OUR 
PATENT LEATHER SHOES. 





This novel sign, with its implied promise of 
a new departure, interested me and | stopped. 
It was then that I noticed the following 
beneath it in very small letters: 





Only while they are in our store. 
The purchaser assumes the risk. 











—Boot and Shoe Recorder. 
—$$_<+>___ 

ADVERTISE one thing at a time. Do not 
make the mistake of enumerating a dozen 
items, and so prevent a concentration of the 
reader’s attention upon a specific article. 
Each thing, well advertised, will indirectly 
advertise every other thing’ in your stock; 
and a poorly-written advertisement, fairly 
uses calling attention toa single article, 

bring larger returns than a very cleverly- 
written advertisement of the same size which 
attempts to describe all your stock-in-trade. 
The public stomach cannot digest a catalogue 
in a newspaper; and you cannot afford to 
give the public a larger morsel than it can 
swallow at a gulp. 


Hoop’s Sarsaparilla advertisements in the 
Democratic papers ought to be bringing ex- 
cellent returns just now. 





Tue advertisement solicitor who can tell a 

good story seems to get more contracts than 
the man who pours out a flood of eloquence 
in regard to the value of his medium. 


biesrellien orteoncemoenia 
Classified Advertisements. 

Advertisements under this head, twolines or more 
without display, 


26 cents a line. Must be 
handed in one week in advance. 
WANTS. 


WANTED Small half-ton half-tone cuts. Send proofs 
and prices. DUPORT, North Elm8t., West- 
field, Mass, 


PRINTERS’ INK. 





What pet ees Pere 

r six days in the week, and is 
che a ll ie, addres “Ui” Prieur Take 
'[ RADE DIRECTOR Y—Goo Seek: 


wanted to sell s 
Address “ PROVED 8 Shocks, Printers’ Eni 


- J IRST-CLASS New York cot York weekl = 
| ee country ly wan 


manensy to right =a * nan." PANK,” Print Printers’ ink. 

\ E want the best rates of each and every pr 
per a for three-inch space. 

—— circulation. Box 726, Piti 


M ORE aqespaeer rmen to know the saving of 

time, labor and money caused by the prep- 
atation of copy on the > scenes Typewriter. 
327 Broadway, New Yor! 


\ 7 ANTED—Live ts to handle Ly infant 


THE 
EXTRACT CO., "Janesville, W we 
HY don't you employ a a business manager 
for your o- il You ten at §- tage 
i irculation next sal ea 
USTLER,” R,” care Printers’ 
; writer ‘of 


Apex MGR., Judicious, pro 
business-bri: “yy booklets, circulars ; 


en judge of space w- Sany now ed. writer, wants 
return toadver’ng. “ BRAINS,” Printers’ Ink. 


Wares: good soli fo i 
— in Philadelpbie, Good stan ing 

7 Girard Building to H. MERIAN ALLER. 

Seen 507 ing, Philadelphia, Pa. 
bl lend $1,000 or more or more to some good South- 
lisher w © needs the seevions of an 
all-roun comme man and printer. Prefera 
mperance town in a warm clime. “WORKER,” 

ai Monroe St., Chicago. 

oy. LL of large N. Y. use is open 
ement i Te aE : Peete 1. Untir- 
ing devot ion Eto best emiployer ; con- 

ee skilful oa and long adv ertising 

ye nteed. 
B.,” ‘care o Printers’ Ink. 


A® ic and enterprising man, expert ac- 
t, German and 





count rman and some French 
—said to be a shrewd a advertiser-a man who can 
build up, inc manage a business, is 
open for an e ment LA first-class firm. Ad- 
dress “PUSH,” ters’ Ink. 


First. -CLASS trade paper editor and mai Tr, 
whose four years’ contract is about to expire, 


. ol wy a fy = mages if he can better 
mself. ive, energetic, progress- 
ive ; strictly temperate. iiss also had app 


-years’ experience on Best of ref. 
erences. Address “ "ANO.1 ao DY eeeers: Printers’ Ink. 
ALF- TONES—Wanted—Co: ndence with 
firms and jodicals. using 
large = mee k,. a 
engra’ make 
prepositions that: will be be worth 
emnideresion. HARPER IL- 
LUSTRATING ESEEOLCATE, 
Columbus, 0) 
Wan advertisers who use religious 
of family rs to know that the In- 
dianapolis. ATIONAL PRESBYTERIAN will 


print and mail By 000 cree of December, im, is- 
sue, and each month thereafter. Rates, 60 cents 
per agate line, :with discounts. Ee for ° Fall 
particulars to ‘J. HENRY nour anager, 11 
Abbett Building, Indianapolis, 


W ANTED—The address of ey we of ad- 
vertisemen large 


and a postal will 
you “information viet 
will be sure to interest 
ees probably give ‘posebty 


. FT -—- 
HA R  1LLUSTRAT- 
ING SYNDICATE, Col- 
umbus, 


he 











NEWSPAPER INSURANCE. 
HE YANK, Boston, Mass., wards off business 
T death. 60,000 monthly. 
ADDRESSES AND ADDRESSING. 


CENTS gets our sub. gummed paper, 

50 1,600 names. DEMOCRAT. ‘Albion, Ind. ’ 

LL fines bought, sold or sold or Rave Valuable 
lines of fresh letters 








& CO., 112 


142, 000 vera ota ‘ae 
of 1894 Sat $5. All answer to my own Ad 
tisements and lerpely from m women. F. TRIFET, 
Music, 36 Bromfi a n, Mass. 








PRIN \TE RS. 


V AN BIBBER’S 
Printers’ Rollers. 


Dichaseeve —We make 


& e best. 
&B ESNAN Naot to 205 William St N. 
l YRESSWORK of the the highest quality 
int. We Lh resswork on 
ers’ Ink and Mu a > 
done! FERRIS BR! t., N. Y. City. 
aman had a mene anda tae ee e build- 
lass windows and diver door 
—_< = if 


above his door 
with black letters and no style about it— 
wouldn’t you! But you would ooh’) know that 
he has a fine store—you could see the buil 
What weune you think if this same man sent out 
een, shoe-sho: er agen the bal as to 
wi 


ited matter— be wit & 2s a moral: “it 
= x ae to THE LOTUS PRESS 40 West 


nt- 
ours as well 


bf 





BOOKS. 
Fee. FOR THOUGHT: 
booklet. 


A 


“ ZACHARIEL’S ” 

GUIDING STAR TO SUCCESS: “ZACH- 
ARIEL’S ” booklet. 

LD books bought tand sold. Send stamp for 

list. Address a. J. CRAWFORD, 312 North 

7th St., St. Louis, M 


DAs. consti LS. a manual of practical 
‘inte for wwe advertisers. by 
nts. Address PRINTERS’ INK, rf 

pe hn New York. 
66 =. LAW AND FORMS.” Saves law- 
Trustworthy. Convenient. 
leading bankers, — 


val. 
ZIEGLER & 
phia, Pa. 





chants 
for circular. ew -» 722 Chest- 
nut 8t., Philadel, 
S pn pt -y A COURSED age | not 

ne! come people eir sleep. 
re Often the pen on efforts - 


tainty booklet, whieh will op 

oued a dainty oo St which n en oureyee 
to Mo hoy! causes of aes, an blaze a 

to fortune a ‘ou; 28 pp.. handsomely 

— at illustrated. Mailed for ten cents, coin 


Address 
i. r SCHW ABACHER. Box 1254, New Oupeane, Ia. 
Copyright, 1894, by H. Schwabache 


OCKET-BOOK POINTERS” is a man 

for ponltzy keepers ; an por that = 

made rapid strides during the past few years. 

The pe or in the land are interested and 

read uj - matters. This book is advertised 

extensively 7 in some of the best agricultural pa- 

rs. it is of convenient size to Cg I in the 
pocket, yet long enouch to stick out 

ers stick pins in the points a and Bans to 

them from time to time. The ve bought and 


oy of <= 


subscribe aga: We issue 25,000 copies 
Jannary, 189, and solicit advertising e. for 
same. Will exchange a few wi 


pages 
medinms, or would og 7 value in merchan- 
dise for same. Write . LAMBERT, Appo- 
naug, R. I. 


PRINTERS’ INK. 
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STREFT CAR ADVERTISING. 
J OHNSON'’S figures are never beaten. 


A J. JOHNSON, 261 Broadway, New York City. 
. 


W RITE TO FERREE, First National Bank 
Bidg., Hoboken, N. J. 

7OR Street Car Adv every where, 

k 00. Girard Blag., Fit 


GEO. W. LEWISCO., Phil’a, Pa: 
for 


IG inducements ve nm the ele- 
BS a railway: = eer , tor otvertining om te and 








pM cars eve Rates and crigings 
sketches free. COHN BROS. Temple Court, N. Y. 
PREMIUMS. 


How, CEADAY | BOOKS—If you want to use holiday 
r books of any kind as premiums, 

send to OOuILVIE, the  panticher, 57 Rose St., ‘New 

particulars 


York, for 
poe premium pur and direct sale—The 
a famous os Kookh Dress Cutting 

System. wengg by ar for ee sub- 

scription ine e contr | its exclusive sak ve sale for 
remium pw. “ Favorite” a reg- 
stering machine, the rae 

cash register. En atirely new ; just patented; 

ery merchant subscriber to your be will be- 

come a costomet: a oxford “ nai ati 


cal use. The only machine of its ts manu. 
factured. The Farm and L 





po =. 

chine is to the farmer’s wife. Write ‘her prices. 
FAVORITE MANUFACTURING CO., Dept. 8, 538, 
338-344 Wabash Ave., Chicago, Ill. 


> 


ADVERTISING AGENCIES. 


QTANLEY DAY, New Market, N. J, ADVERTIS- 
ER’S GUIDE, S5c. a year. Sample mailed free. 
¥F poy - advertise an ty anyweay 


= write to the 
ADVER SING *CO., 10 . 10 Spruce 8t., New York. 


wie pt sell ll advertising space » oe cost, 


mene Its ‘will g y aie he before placing fo. 0. 
a ee JOHN BRATTO 


[Times nt a matter of chance that Dodd’s Agency 
Boston has kept its old — fax 29 years, 
ona | po new ones the tim Thai's be. 








———————————— 
MISCELLANEOUS. 


} tgif my ig information to advertisers. Send 
10 cents to H. L. GOODWIN, Farmington, Me. 


QEND cabinet photograph tograph and $c. and receive 
a ae miniature photos. G FAIRFIELD, Wind 


cen Sher = Pow. LyFELLIGERCER Seattle has one 
the four Fit. papers of the Pacific 
Coast. = =? ~~ 
yo brain gets ‘tired! Can’t work! A time- 
tip, worth dollars to you. No ex- 
= a TS to ROCHE & Co., 503 Fifth 
ve., New York. 


Ce 
%e., $1, $1.50, 

urers’ prices. Stamps 

27, Lititz, Pa. Seaeabes fe taken in trade. 


667 ACHARIEL,” the ‘the Astrologer’s. 04-95 Cal- 
_4 endar is creating a sensation. It is sent 
free to those who feel an earnest nny in the 


science, and will send a = cent 
transportation Address ° SCHWABACHER, 
Box 1254, New Orleans, 


\ 7E issue a circular =a our small clock, 
which we are glad to send to any one. The 
cut, however, does not oe the clock well. 
We prefer to send clock, when pasties are inter- 
. as first impressions are valuable. We 
can’t send sample for less than 75 cents, which, 
A way, is prett —_ for a timepiece. H. D 
ELPS, Ansonia, 








PRINTERS’ INK. 


SUPPLIES. 
yar BIBBER’S 
Printers’ 
Zs for reuming. BRUCE & COOK, 190 Water 


10,000 gcoremrvoese wih cont panies 
Nina diste PM {JONES @ 00-Palmyra na 
P eee WacTek Ma’ eatiy done YER tontiore wis 
;s= PAPER is Scent et 


ith ink manu 
ured % the W. D. WILSON PRINTING NK 
oS. Ltd, ~ mead St., New York. Special prices 


Cimecta letters repredt gy A and addresses 
inserted $7 


WE fom from ung egeretane. G. P. Tak do 


PAPER DEALERS- M. Plummer & Co., 45 
Beekman St. a Y., sell every kind of paper 

used by printers and pu ers at lowest prices. 

Pull line quality of Printers’ Ink. 


TF ‘ou don’t use personally addressed letters 

‘or i hog business, you are nut w 
to-date imens and prices. A 
BERT B. KING. 7 iam st , N. Y. 


50 CENTS pays for a a, good sgvering oe sutier 

years to. 1809, hen aanpes to,“ Rec'd. 

from i ord.” 

Ansa Paid” Aewa. to 9 «ae D. f. 
MALLEIT, 78 Reade St., N. Y. 


MAGINE an original cut on cut bey 
page 3x5 folder ; i 


one of a four- 

e two inner pages 

Would they | 
bo: 


LANDON PR NTING co., Columbus, 0. 


FOR SALE. 


AGENTS” letters. never used. A. D. PERKINS, 
New Haven,Conn. 


B yae wwe thy f specialties A. B. 
chester, N. 





$1 % 4 lines _ 50,00 50,000 copies proven. 
WOMAN'S WORK, Athens, 


ee I" her Post-INTELLIGENCER Seattle has one 
of —_ Eel Weckty. papers of the Pacific 


1 uae 


pos ee ee ae monthly ms m: ine devoted t 

terests. It is well established, and 
is Guna: a a busi Owner desires to give 
attention to other interests. Address “MAGA- 
ZINE,” care Printers’ "Ink. 


Ww a not use a 4x9 blotter as a business 

card! It will be preserved —_ used fora 
week We print them and use a special cut 
made to suit you and will write the ad, too) at 
rs Bote Prien 12 for 2,000, or $22 22.50 for 5,000. 
N PRINTING CO., Columbus, Ohio. 


] YERFECTING PRESSES for sale cheap. Three 

Clause perfecting presses, ra, city 19,000 to 
12,000, 4 or 8 pages, 6 or 7 cols., oureach. In 
—— =a 3 Re a splaced to make 


eae SS capacity. Address 
PITTSBURGH i PRESS. . Houston, Busi- 
ness Manager, Pittsburgh, Pa. 


a M the inventor and sole owner of several pat- 
mts ; they have been pomesees tested and 
proren satisfactory ; I desire to sell but am no 
salesman, so wish fo secure a purchaser or a re 
liable garg with either I'll divide the profit 
f interested, address for particulars 
MILEY R. WESSON, No. 428 Jennings Ave., Fort 
Worth, Texas. 


{OR SALE—Weekly 
a 
F ury old gy to be hy 
Prin 
te 
ADVERTISING MEDIA. 
r].HE YANK, Boston, Mass., 60,000 monthly. 


'pHE ——— a la magazine 
1 deaie! 78 Reade St., N. Y. _ 


(yp BE Bal camenaadl cMANUFA ‘ACTURER—A mag- 
azine for makers. 78 Reade 8t., N. Y. 


Tes orEgan AND JEWELER, 96 Maiden 
A peculiarly good 


medium for 
— M advert 4 


BE peven 0 INTERS’ INh 
to t ount ary $10 ‘ee eutitled to receive 
the paper for one year. 


N her Post-INTELLIGENCER Seattle has one 


of the four wees papers of the Pacific 
y. 


Coast.” —Harper’s 
OMINION Newspaper List (60 week] Ts). 
Sworn circulation a. CANADA Raby 
RINT CO., Hamilton, 
A DVERTISERS ais 10 cents per line ; circu- 
aton * 20,000. medium on earth. CKIPE’S 
RCIAL REPORTER, Marion, Ind 
THE, METROPOLITAN AND RURAL HOME, 
N.Y., an cultural and family journal, is- 
sues over 500, monthly. It pays advertisers. 


[= Sears. = reuition t Y. 
Largest vance circulation of any 
similar trouthiy in the United States. d for 
rates and sample copy 
A DVERTISING in newspapers ot “known cir- 
culation ” means * Ess.” For partic- 
lars address, A FRAnK By waaay Tribune 
Bldg., N. Y. , Chicago. 


6é Y “bait 





is a bustle a hustler for orders.” —J. J. 
refers to PARK’s FLORAL MaG 
AZINE. The publisher guarantecs 125,000 cireula- 
tion S. month. Advertis' office, 517 Temple 
Court, New York City. C. E. ELLIS, Manager. 


Commence with December issue, the Na- 
PRESBYTERIAN prove its circula- 

tion. Remember, 

60 cents per line, with discou 

particulars. iidress 3. HENRY RIGOUR, Man- 

ager, 11 Abbett Building, Ind Indianapolis, Ind. 


T costs a certain amount of money to set the 
t and another certain = to run the 
job through the p prane. It costs for 
pees. mething, even it th the npn one 
r is careless, the press work bad, and the pape: 
worse. Ten r cent added to the cost vill 
— a4 wor tha 
i r can tell you that. Any printer can 
tell you that the best planned, best written mat- 
can be spoiled by ten cents’ worth of care 
ness on the press. gure Smorentty from 
most printers. We do Bor strive 
much work we = Ae but how nk t just 
passively good, b ively, pe Bm 
Euperlatively a 4 e don’t want to be the 
biggest printers in gmertea. We are modest 
enough to be satisfied with being the best. We 
want your_particular prigtine- THE LOTUS 
PRESS, 140 West 23d St. 
W E do better work in our line than any other 
printers in America. That is true. It 
wouldn’t do us any good to lie about it. You 
would catch us, sure. Printing —— for itself. 
What its perpetrators say about it, makes no 
difference. e are willing to Ihe, “known by 
our fruits.” We don’t pretend to do plain, every- 
day printing any better than several printers 
we know of—we fy care to bother with pm, 
every-day printin, We want orders for 
sort of printing that demands the kM, ne 
an artist. The print iting, that is important. We 
get up catalogues, booklets, circulars and souve- 
nirs that will command attention — that will 
excite remark. That is our one study. We will 
be glad to send samples of our work to any one 
who will be likely to do business with us. Sam- 
ples are costly and scarce, however. so we must 
decline to send them merely to gratify curiosity 
—unless the curious one cares to send us 25 cents 
in stamps. The samples are not ie 25 cents, 
THE LOTUS. PRESS, 140 West 23d St., N. Y. 





“UNTERS’ INK. 


SPECIAL WRITING. 
<crmfdential "ea. copy. It wertiites 3 ry 
MOND, Newport, RK. ¥ a: 
BILLPOSTING AND AND DISTRIBUTING. 


z. a. i. JOHNSTON, adver advertising distributor. 
1581 Franklin A’ve., St. Louis, Mo 


‘PRINTZ, distributor of of gevertnne | pantter. 
P © 730 9th St., N. E., Washington, D.C 


PEMA DELO STs Klas 
ADVERTISEMENT CONSTRUCTORS. 
4 D-SMITH. 





{3EEtt- Ads. 
Bhs ST to make you believe in me, I will wri 
size. 


POLK, #6 Main St Louleville, ky Twoote 


| USINESS eorasare“bebereees ? Tassume all 
details of writing and Printing. CLIFTON 
WADY, Somerville (Boston), Mass. 


y it poem, 2115 West Norris St., Philadel- 
a sy “a of eavertisemen ~~4 
7 years’ erie’ 
for car xpi 


rges moderate. 

ONCISE suggestions, in ad , 0c. each. 

€ No.7 now ready, they are -~ Le and that’s 

why pi men need ORMSBEE, 
JK., Geneva, Illinois. 

) E have turned out more ads and better ones 

than any other house in the business. WM. 

JOHNSTON _ Printers’ Ink Press, 10 


Spruce 8t., York. 


TERSE verse, sweet yet oot, will hold the 
eye it haps to greet. I EL . 


Sint eos — 


pee me what you've got to sell and how big 
a plot you for in the newspapers or 


and I ‘or farm- 
ing it. JE SCARBORO. 


7 EAT, sensible ads t ‘Woven out of truth 

é and ironed smooth, they dress your busi- 

ess takingly. You pay when satisfied. R. L. 
CUR RRAN, Box 2208, New York City. 


46" Ne * subjects, chem "ft iam. oe ro 
icine ad written clearly. 
rience in the first two, success in wis ads 
n the last. R. L. CURKAN, Box 2208, N 


RE you gunning for quail witha fshi hookt 
A Z See here by 50 cents ‘ont to ry that’ pow 
tant) Sill do; Be ya Sees 6 long, time time ; rE 


advs and descriptive 
HK 634 B St., 8. W., Washington, D 
What! ome ! 


‘ROT HER OUT! Whom! 

y, of course, the winner ; that pg 
well-fed and carefully-groomed ai ad p reparei for 

ng to ride 1895 in on, and ~—F in the stable of 
R. G. RAY, ad writer, Box 394, Washington, D.C 


enn FOR OR RETAILERS—64 wes 2 
cents - Contains the best I have been | able 

to learn inan experience of ten years in ad- 
vertising. If you read it and We me ‘that ou 
did not get ten dollars’ worth of good out of 
it, (Jl send your quarter back and von. rey 
throw the k awav. CHARLES A 

BATES, Vanderbilt Bidg., N. Y. 


ee EN DOLLARS—tThe price I charge for ten ads. 

If you want * they'll cost ; one for $2 
These are prices for retailers. Medical ads, or 

ads on mechanical subjects, cost no less than $5 
—sometimes as much ar ene I make the ads - 
good as I can, irrespective of price. I think I 
can give you your money’s worth—if I room A a os 
say so. WALTER W. BRETT, 261 Broadway, N. 


(THREE times since ¥ May 11 have been obliged 
to increase my office room and facilities 
Now I have leased rooms 1414 and 1415, ad- 
joining and in connection with my present 

1413. 1 don’t think there are pleas- 
anter offices than mine in New Yor I am 
on the 14th floor of the Vanderbilt "Building, 
corner Beekman and Nassau Sts., in the cen 
ter of the newspaper district g ‘think I have 
enough room now, but I cannot be sure of it 
I thought I was very nicely fixed a year ago. 
CHARLES AUSTIN BATES, 


for 


eer 


te MOSES. Bi sepa Brooklyn, N 


if worth that, it r about my 
anything. you wan ow abou 
ods and charges for work, 
write freely. I don’t charge 

letters about my own ne CHA 
AUSTIN BA Vanderb: ilt Bldg., N. . 


“ Ads that sell goods.” 
APE you an advertiser of a. carpets, 
curtains, 
drugs, flours, “Terfheere, 
eries, 


iware, hats, jewelry, 
ical instruments, op- 
— nts, real 





ARPER 
SYNDE 
CATE, Columbus, O. 


v pZ= outfit of 13 ads and 13 outline cuts that 
I will send for $20 will take the bother of 
copy 
yo 


ne- 
ideas on retail] adver- 
ads and 13 cuts for 


ATES, Vanderbilt Bldg. .. Y. “Ads that 
goods.” 


[= HAVE had 12 years’ experience as editor and 
advertisement writer. It has taught me a 
ple and things, and I can 
ject in a persuasive and con- 
way. I dothe work of some of the best 
advertisers in the country, and they think it 
— not be done better. They 
facts, of course. I try to learn all about the 
Phen sand the business before I begin to write. 
a. y tell plainly and simply the facts which I 
hink will lead le to buy. I get all the in- 
} mannan nk and all the ideas ean from my client, 
and add my own knowled: my own ideas 
With his help 1 make better ahveruaing than 
Soe of us could produce alone. I write and 
advertising of every kind. If you want to 
ca me $5 and a proof of one of your present 
ads, I will make it pull better. If you do not 
lie it when you get it you may have your money 
back you do not like this plan, "i te me 
and say what you would Tike STAN 
DIXEY, 8 World Buiiding. New York 








. 


PRINTERS’ INK. 
ADVERTISING NOVELTIES. 
ADVERTISING novelties in in large ican ine r 


g16 

TO LET. 
yo= Boston. Space. 
ILLUSTRATORS AND ILLUSTRATIONS. 


R magazine illustrations, H. SENIOR & CO. 
k° 10Spruce 8t.,N.¥. 


OLD rats, talks ds ‘show excelle GOOD Soeennress. 


ion de features for nev for ne’ 
HARPER ILLUSTRATING 8 SYN. Colum Golunbas,0- 


bg Seb ae ona fLvtz, designs for advertising and 
D*"i 7 Warren St., N. Y. 


ARDOOMS ibastrations rations and initials § for mag- 
Taig 





a, 
Ban mh Sa Fano CO, ewes, nN. J. 


ye CATCH THE EYE Not thing better than a 
Like ‘to 0 we emt 8 ‘amy a 4 them. 
WILLIAM Bidg., Wash., 5 & 


ose x mercanty, we have the finest 
illustrated scheme for local advertising yet 
devised for large retail trade. If you will take 
to write us we will prove it to your 
IFFITH, AX’ & CADY CO., 





URN. dry goods a spase- 
Barnes Gora Nl elas 

g, h ware, pttcal 

ts, t, almost iri we =a 








wers; in fac 
‘ou: sell, and the help costs but a trifle. 
R [LLUSTRATING ByNDICATE, Colum- 
Ohio. 


R NEWSPAPERS—We issue weekly services 
for newspapers, embrac- 

= i 

nent ay 4 car- 

—™, jokes, 

feature illustrations, ini- 

= eeite ori We make 

thew — 

trations 4 orden W ‘e can 


CATE, Columbus. 


ooM EDITIONS—it you are o thinking of issu- 
ing special or souve- 
nif edition, ‘tad want to il- 


e best 
manner, at © iittle cost, 
we want to tell you about 


work. HARPER I 
TRATING nee, Col- 
_umbas, | 0} 
's {TRATIONS for new: Ts 
yownat ILLU! | a panpagene 


ve! 
=, ¥ roo roofs of our 1894 
line of holiday borders, 
cartoons, advertising 

ts and features for 


but to one firm ina given 

pap pf If you want 

t out an attractive 

jt iday number < a YS 
or if you do 

Roiiaa ri vrtising, thi 8 

line of illustrations = 


interest you. Send f. or 
pane once ; first_or 


rs get t them. HARPER 
TLLU STRATING SYNDI- 
CATE, Columbus, Ohio. 





sell 
ple. ~~, J. EVANS, 411}¢ Califo: ., San Fran- 
cisco, Cal. 
Wak ay te ay fancy-ticklers and ~~ nots. 
i x. a. +g 
0. 


prices ft the cave el tel bt, 


F ‘OR the purpose Finis announcemen 

of ‘Advertising Novelties likely to beneht 
reader as well as advertiser, 4 lines will ln- 
serted under once tox one dollar. 


| er a CALENDARS, the best, cheap 
ost permanent mail advertirin « 
novelty — on tne et. Your printer cun 
make them. Can be mailed with a letter. Make 
chpieat souvenirs. a be preserved by the re- 
Sam terms for ten cents. 

HN KAU LMAN, JR., Evansville, Ind. 


—- + —___—_ 
ELECTROTY! YPES. 


-- YOU WANT the best interc ‘hangeable 
and base, 7 the gitest all-metal electro! ~? 
order them from Ek. B. SHELDON CO., hew 
Haven, Conn. 
Pt 50 and | gl Sour best half-tone portrait. 
fs 0} its at prices as HOTO EN 
rite us your wants. CHICAGO PHOTO = 
GRAVING CO., 185 Madison St., Chicago. 
| ted you are an advertiser get Craske’s ida on 
electros, Work and prices You 
can ask Johnston, of mters’ Ink. Address. 
CHAS. CRASKE, 45 & 47 Kose St., New York. 


" [HE Dest ad can be spoiled by @ poor rin ter. 


We display ads so ey 4 a es catch ey, 

also furnish electros. dress WM 30 - 
STON, Printers’ Ink c Press, 10 0. Sree St., N.Y. 
yes may write your own 





—you can’t make your own cu! 
Think of us; 81.50 for best haif tom e cut ; fore 
like HICAGO PI OTO 


that rk the best. 
ENGRAVING con 185 Madison 
Wwe E make slocretrpes types for 


eral advertisers pa 
all-metal cut is more durable and saves more 
any other make. Our facilities 
‘and mall orders at a low 
& CO., New Haven, Conn. 
ELL is preferred a advertisers be- 
cause it zt 10 per cent c nesper than other 
metal base it o it for 4 

you save the c cut. Prints o1 
ous die. Celluty pes 


wi 
°F. W DORMAN Cco., 30. Baltimore, Md., U. S A. 


“+? t0nes for newspap ‘Boee caese,, ot Ta. 


results where 
r a. 


jumbus, 


ajeiiidaae 
ano PERIODICALS. 


Advertisements under this head, two lines or more- 
without lay, 25 centsa line. With — 


tn one week in advance. 








ALABAMA. 


ALABAMA papers are shy about exploiting 
their merits 








ALASKA. 


70 Alaska paper is big enough to advertise in 
N PRINTERS’ INK. . a 



































FRINTFRS’ INK. 
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ARIZONA. ILLINOIS. 
RIZONA are too modest to advertise J NFLUENCED by its metropolitan city, Tilinois 
A here. peuess Les Sop mates ye newspapers ; but 

ARKANSAS. 
—— paper in Che State bout INDIAN TERRITORY. 
asserting PAPERS are too modest to advertise. 
CALIFORNIA. 

os ANGELES TIMES—Southern C Calitornia’s INDIANA. 

SS ee The Big Weekly of the West. 
CONNECTICUT. 12 The ANEEEUUE TamoMe, of Indianapolis, Ind., 

e 66 TP )ON’'T be woozy,” but enter a contract in 
weou TIMES: Hartford, oom. 5 ect tomuta tine 
Manager, ll tr Abbett Beilding ph 


THE UNION, 
Western ra Be covered by the 


O. L. Mosgs, epresentative, 620 
Vanderbilt Bl Blige “THEO Unio PUBLISHING 
O., Bridgeport, Conn. 
THE TWO HERALDS. 
WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 





Every nook and corner in the Nut State is 
covered by aoe. By special trains an ney pny 
expresses these two papers are delivered 


—— all over Connecticut. Special editions 
inio Hartford, New Haven, Meriden, 
Danbury and Ansonia. 

ty 4 80,000. 150,000 Readers. 


THE HARTFORD TIMES. 








Wir O Burr, Publisher. 
Rourvs H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


Perry LUKENS, Jr., New York Representative, 
73 Tribune Buildi s 








COLORADO. 


YOLORADO rs want page advertisements 
C and have no use for small, classified an 











DELAWARE. 


I such a little State. 











IOWA. 


Mors: ONEY is what we are allafter. Are you sat- 


isfied with your business in the 
wae SO want A. to increase it! If you 
ate t anil or mock, Teunonabu 




















note the result. er shrewd find 
it pays them; w uldn’t it pay you! See 
— ro adve: ng contracts includ TEL- 
Write for sample copies rates. 
THE TE tELEGRAPH, D que, lowa 
KENTUCKY. 
T° rR horse supplies use KENTUCKY Stock 
Tz it for mail orders. One ine ~~ yg 
$5. 3,000 weekly. LEDGER, | i 





MERICAN BAPTIST, Louisville. Est. 1879. Best 
adv. medium among colored people in South. 


LOUISIANA. 


1 0.’N PRESBYTERIAN, New Orleans, wkly cir. 
over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


° MAINE. 


BANGOR COMMERCIAL. 














J. P. Bass & Co., Publishers, Bangor, Me. 
Daily average, nearly 5,000 copies. 


Weekly average, over 16,000 copies. 


PERRY LUKENS, JR., New York Representative, 
73 Tribune Building. 


MARYLAND. 











DISTRICT OF COLUMBIA. 


W ae Se space and display than can 











pz take much stock in advertising; but 
when it must be done wants more space. 





MASSACHUSETTS. 


Worm! !—Send 10c to FRANK H 














member us when placing 








FLORIDA. SON, Boston, Mass.,and see what you will get. 
I S too far south to do much advertising. HSvery Gay in the Brockton Daily ENTERPRISE 
4 
EW mp Mees URN Dail 
GEORGIA. nage or TOO. Re JOURNAL. y aver 
10 00 () SwoRwetre’ n weekly. That is what 
b] LIVING IssvEs has. you want to 


reach farmers of Ga. this is' isthe medium. The JNO. 
BRATTON ©O., 441 Equitable Bidg., Atlanta, Ga. 


IDAHO. 


AP rey unk in Lg yl INK costs wae 
¥ , unless one has something 











MICHIGAN. 


: Ppamor SUNS, 118,000 weekly. 








BS Mich., is poms Every citi- 
reads the RECORD 

DFrrolr SUNS, ILLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 








= 
Gi path Hehe aS SES 


$SGireulations in the Saginaw Valley, Michigan. 
40. 000 ex; sm me. Sample copies 
“ONCE A’ at DETROIT, a 


D*®tz8 ETROIT TELUSPRATED SUN, Wien bit Tom 
SUNDAY LF Adv. office, 517 





Court, New Boo! d ress- 
Foom always open to inspection of thd prewe 





PD ESULTS— Advertise where you will get pay- 
Advertisers | aged 
ged? 2 9? a SUNS, 





with 

Court, Kew Yo York x Oly Wee f ite for hall’ portion, 
MINNESOTA. 

(MiPesiation of any Norwepian-Dasik paper 


ee of any Norwegian- 


The e he Housekeeper, 
Application. Pays Advertisers. 
i. Population today, erous city aoe the country. 


THE NEWS TRIBUNE 
18 ITS ONLY MORNING NEWSPAPER. 


Published every in the year. It is the 
largest chrtulated 


new r at the 
Bead of the lakes. — 


Perry LUKENS, JR., Easte: resentative. 
73 Tribune Building, N . City. 


MISSISSIPPI. 


L™ the violet seeks seclusion. 


MISSOURI. 


Ho DES eee” eae -S, Est. 
Circulatio 


paper 





Min ponpetie, 




















TI. HE HOME Sa St. ae i _. is Seek best 
advertising medium in the West 75,000 
ere bay Vy month. 50c. per agate line Estab- 


MONTANA. 


NACONDA STANDARD. Circulation three 
greater than of any other daily 
or Sunday paper in Mont 10,000 








copies daily. 











PRINTERS’ INK, 














NEW: MEXICO. 
(00 ary tondvertine much. 
NEW YORK. 
. "| BREE trial lines 25c. im Watertown ww. Y¥> 
HERALD—30,000 read: 
FS fod busen te Row York City. 





‘HE NATIONAL PROVISIO! organ of the 
‘I meat & provision in: "RO VISIONER, ore St.,N.Y. 
T= LADIES’ WORLD 

n Map 
Will interest 
®. H. MOORE #00, Publisiers, 
r 
with an estimate o 








te 
line, less time and nts. Fer s cpio 


1d space discon 
LUPTON. publisher, ibe & 108 Reade St. x 
THE HOUSEWIFE, 


81 Warren &t., N. Y. 
Circulation 75,000 Copies Monthly. 
Send for New Advertising Rates. 
Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 
The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 
Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies. 
WiuiaM L, MiILter, Advertising Manager, 
110 Fifth Ave.,’ New York. 

















NEBRASKA. Thousands of New Subscribers Gained. 
[PUBLISHERS desiring to club with « German 
lease address FREIE THE 


PRESSK, SF. Lincoln, Ne Neb, 
per year, less commission. 


NEVADA. 


(PHE WEEKLY COURIER, Genoa. Six pages. 
All home print. Leads in Nevada. 


NEW HAMPSHIRE. 

4 “<r = Gummer Doneders only, and 
NEW JERSEY. 
BPRwseTon (N.J.) EVENING NEWS leads all 
South Jersey paj in circulati 8 


ion. 
ads 12 cents, 15 cents, 25 cents an inch an insertion. 


‘o publishers only 65c. 
m. 8 pages, free 























THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER, 
Circulation, - - - - {5,500 
Advertisers find IT PAYS! 


. 


"Daily Press & Knickerbocker 


REDUCED 
From 12 to SIX CENTS Per Week. 


ONE CENT PER COPY. 


DAILY AND SUNDAY PRESS, 


Ten Cents Per Week. 


THE PRESS goes into more homes than all 
the other Albany papers combined. 


NORTH CAROLINA. 








PREFERS local patronage, which pays better - 














NORTH DAKOTA. 


"POO cola to advertise in the winter. 


OHIO. 























PRINTERS’ INK. 
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TENNESSEE. 


‘| ‘HE COMMERCIAL APPEAL, Mompaie, Tena, 
I published in Tennessee AE the people 


bas 





















































y 
ARGEST cire’n of any Prohibition r in 
LAntnn Bnison cia Nee Rae terinpand O. dation of Tue CoMEnctad, AvALaxcme and Age 
ye A MORNING | TIMES ae EVENING CHARDSON, Special Agent. 
OUNGETOWE VINDICATO) a daily, 5, | J T 
weekly. Leading newspaper Bastern Dio, ’ AH. 
ze HE TrRi-STATE GROCER visi’ W ANTS more space or none at all. 
ey 5! merchants Ohio Ind. and ™ Micke 
ou are not in it, it will you to 
write 20 th STATE GROCER CO. Toledo, O. VERMONT. 
r seaso! Ng ver and the sea- 
OKLAHOMA. &r et yy, n is over ani sugar 
4s GUTHRIE a —— the need 
morn: he , accepts ad- 
vertising wit the distinct and poeitive guar- WASHINGTON. 
Pa that it has double = pate of 
ae © Oklah F. B, P -L 
Lazes, Adv. Mgr. ° 
ON Gaserus P.-1. 
OREG - GEATILE TELEGRAPH 
Ww asts more space—or none. ‘ 
2 SEATILE POST-INTELLIGENCER. 
PENNSYLVANIA. GEATILE TELEGRAPH, the Teading 
5 CRANTON (Pa) REPUBLICAN has the largest m_eS es 
S <iroulation of oa: paper. 66 [Wher or irasnece Seattle has one 
FDuCATIONAL IND AL INDEPENDENT: “4% "kly. ” pers Pacific 
EDINBORO PUB. CO., Edinboro, Pa. CO88t.”—Harper’s Weekly. 


) ESIRABLE - READERS and a ST acale: circula- 
jl are what advertisers receive 
TIMES. = well-to-do, intelligent 
ple pan = the Truxs with their — every 
tay, W WALLACE & SPROUL, ee 
DAar et INTELLIGENCER —est. 1 
Y INTELLIGEN( MER est. 1804. 
Doy Ivania. 
always been 
a with reer circulation t 
ediums for Savertininn in Buck: 
} 





RHODE ISLAND. 


Hos GUARD, Providence, R. 
,000 ; paid up subscription tad 


SOUTH CAROLINA. 
er & .- 4 ae 4b THE STATE, Columbia, 8. 


pular paper in a hundred 
South Cis them The semi-week] — 


reaches over 1, ety wna. The mea South 


SOUTH DAKOTA. 


N OTHING to advertise. 





circulation 

















TENNESSEE. 


T= TYPOGRAPHICAI, Me f reaches all 
rinters in Oregon, Wash’n and British Col- 
Want to reach them! ‘Box 1117, Seattle. 
—— POST-INTELLIGENCER rantees 

advertisers double the circu! m of a 
an 


in the State of Me " 
~<, 95-04 7 Times Bidg. C. A. HES, ak: 
x FRAN Special Agent, 


« SPOKESMAN-REVIEW 


my control morning 








ae 
er E 


ag “No com 
on Sackane, 
[way me t histo: marvelous ; 
its future will be the wonder or we Western civili- 


¢ REVIEW nent 
of ‘all the bést interests of Spokane and the vast 
country tributary to it. 





WEST VIRGINIA. 


N° geumce & advertise since the passage of 














Bill. 
WISCONSIN. 
yey COPIES for th six 
55597 in iso. EXCELSIOR. Milwaukee 
V JISCONSIN AGRICULTURIST, Racine, Wis 
in Wi Largest circulation of apy English pape c 





M ODEST merit seeks seclusion. 
a 





TEXAS. 


4 hh one REVIEW, Fort Worth, 
Texas ; read by 2,000 Texas and Indian Ter- 
pa | rs an oa merchants ; official 
Grocers’ Association of Texas ; only 
publication of kind 1 in feondition  have:e section 
E in most = J condition ; have. given re- 
sults to proses 


rue POST : ‘Houston, TEXAS, 


Has RGER gt ISSUE J THAN ANY 
Daity iN IN TEXAS, an 


so guaranteed by Row- 
ell’s 1894 Directory Fone tg . a forfeit of #100. S.C. 
BECKWITH, Sole Agent Foreign Advertising, 
New York and Chicago. 








I = py of fo advertising obtained 

rs of the GERMANIA PUB- 
LISHING Mpa Milwaukee, Wis. Circu.a- 
tion national and unrivaled. 


WYOMING. 


‘THE ladies will not allow its newspapers to use 
T PRINTERS’ INE. 











CANADA. 


W ANTS reciprocity—not advertising. 








SO. & CEN. AMERICA. 


Export Trade use the 
PANAMA STAR & HERALD. 





F 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


GEO. P. ROWELL & CO., 
Eprrors AnD Pustisuers. 


Issued every Wednesday. Subscription 
plite: Two Dollarsa year. Five Cents a copy; 
then publishers who desire to sub- 

for ’ Ink for the benefit of their 

can obtain ial terms on 

arsa Ne 
ion. 


yous cam 





printed from it is always 
undred 


five h 


m who has not paid for it is 


cw It 
ee pees Fs vag tee itis because some one 
has. ‘ubecribed in name. is 


Every 
stopped at the expiration of the time 


Orrices: No. 10 Spruce Street. 


CIRCULATION. 
Average for last 13 works, - 


20,831 copies 
it issue, - - vs 


21,700 








NEW YORK, NOV. 21, 1894. 








‘**CHEAP‘and nasty "—the new post- 
age stamps. 


AN ad in the paper is worth two on 
your store front. 


THE tree of trade is nourished by 
PRINTERS’ INK. It kills canker worms. 


ADVERTISE honestly. It takes five 
minutes to disappoint a customer—five 
years to reassure him. 


THE man who advertises frequently 
is kept busy stocking up his store and 
storing up a stocking. 


ADVERTISING to a business is as 
necessary as oil to an engine, and the 
latter requires it continuously. 


THis is the time, of all times, when 
expert advice, in regard to advertising, 
costs considerably less than it comes to. 


AN advertisement should act like a 
trade compass with its positive end 
pointing directly to the advertiser’s 
store. 


A PAPER'S reputation as an advertis- 
ing medium is usually retained much 
longer than its actual value as a 
medium, 


MORE advertisements of generally 
advertised articles can be seen in one 
first-class magazine than in forty first- 
class daily papers, 


PRINTERS’ INK. 


ONE reason why there is no such 
thing as a market price for advertising 
space is tne impossibility of determin- 
ing its exact value. 


OF the millions of dollars invested in 
advertising, perhaps a third is spend in 
worthless mediums, another third in 
unsuitable mediums. 


IT is not until advertising has been 
discontinued for some time that the 
amount of indirect returns from it can 
be properly realized. 


ABOUT the only class of advertisers 
who are not personally solicited for 
business are the patrons of the situa- 
tion wanted columns. 


ADVERTISING solicitors and adver- 
tising writers seem to be mostly young 
men, very few of the successful ones 
having even reached middle age. 


WHOLESALE dealers gain a favorable 
opinion of the merchant who is a live 
advertiser in his home paper, and are 
thereby influenced to seek his trade. 


SEEING an ad reminds some one that 
he, or she, needs the article adver- 
tised. If your name follows, it lies to 
reason that person may come to you. 


SPEAKING of ‘‘ free” ads, what's 
the matter with Harvard and Yale col- 
leges? They get more free advertis- 
ing than the largest advertisers contract 
for. 


THERE are over 20,¢ 000 newspapers 
published in the United States and 
Canada, and consequently there are 
over 20,000 different brands of adver- 
tising space. 

ANY man can write an ad. So can 
any man make ‘his own clothes. But 
what man would care to be obliged to 
wear clothes of his own make, unless 
he be a tailor ? 


WE cannot do everything by our- 
selves; different men have different 
abilities. —Cicero. The old gentleman 
foresaw the perplexities of the modern 
amateur advertiser. 


THE idea that ‘* people will buy 
Christmas presents anyway” is good 
as far as it goes; but the newspaper 
ad very often decides them as to where 
they will purchase. 





PRINTERS’ INK. 


DECEMBER is one of the best months 
in which to advertise. The others are 
August, January, April, July, October, 
June, February, May, September, 
March and November. 


WHEN an advertiset has been actually 
convinced that a paper has a large and 
high-class circulation, it is seldom that 
a steep price for its space will preclude 
him from employing it. 


THE advertisers of proprietary ar- 
ticles have been weighed in the balances 
by newspaper publishers and generally 
found wanting—*‘ top of column next 
to pure reading matter.” 


SOME advertisers were first led to 
advertise as a last desperate resort to 
get rid of a large stock of goods. The 
results proved so gratifying that they 
became regular advertisers. 

Now that Christmas goods are in 
stock, it behooves the merchant to pay 
extra attention to the character of his 
ads, so as to avoid furnishing storage 
for the goods till Xmas, 1895. 


THE difference between the man who 
advertises and the man who don’t is 
the one finds his floors crowded and his 
shelves empty, and the other finds his 
shelves crowded and his floors empty. 


IF an instrument were to be invented 
by means of which the exact value of 
any advertising medium could be as- 
certained, the advertising solicitor 
would soon suffer the fate of the dodo, 


‘* BELOW cost” and ‘‘ at cost” raise 
suspicion as to quality in the mind of 
the reader. ‘The fools are not all dead 
yet, it is true ; but other people are as 
likely to read, your ad as the fools are. 


THE mere fact that a change in the 
type and setting of an advertiser’s an- 
nouncements is at once noticed is a 
pretty good reason why the type and 
style of setting should be changed oc- 
casionally, 


VERY few evening papers depend to 
any extent on the quality and character 
of their editorial matter for their sales, 
The New York Post is probably the 
only evening paper in the country 
whose influence on national affairs is 
equal to that of some of the big morn- 


ing papers. 


vis 


ALTHOUGH such a thing as friend- 
ship is not recognized in the distribu- 
tion of advertising patronage, the ad 
solicitor who is on the most friendly 
terms with advertisers seems to get 
the most contracts. 


THE successful advertiser must be 
not only wise but fortunate as well. 
Some announcements prepared by the 
most experienced will fail to exert as 
much influence as another of which, 
perhaps, less was expected. 


UNLEss all signs fail, newspaper 
circulations for 1895 will be largely in 
excess of those for any previous year, 
Under the changed condition of things 
they ought to roll up like opposition 
majorities in the next Congress. 


A GLANCE at the advertising columns 
(particularly the style of the ad com- 
position) tells the experienced reader 
more in one minute, as to the quality 
of the paper and what class it circu- 
lates among, than an hour’s perusal of 
the ‘* body matter” would. 


SoME one has said: ‘‘ Behold the 
fool saith put not all thine eggs in 
one basket, lest it fall and they be 
broken ; but the wise man saith put all 
thine eggs in one basket, and watch 
that basket.” A good ad in one paper 
is worth a poor one in a dozen papers. 

THE Saturday afternoon edition of 
a first-class evening daily in the hands 
of an editor who understands his busi- 
ness and who knows what sort of a 
paper intelligent people most like to 
have of a Saturday night, is essentially 
the home paper of the week. As a 
rule it has a much larger circulation 
than any other issue of the same paper 
and a correspondingly greater amount 
of advertisements. 


THE general passenger and ticket 
agent of the Northern Pacific Railroad 
is offering prizes to the railroad ticket 
agents of other roads who furnish him 
with the best designs for quarter, half 
and full page ads of his road. In 
commenting upon the proposition, Mr. 
W. R. Conner, of Helena, Mont., in- 
quires if it would not be as foolish to 
expect a typo to run a passenger loco- 
motive over the Rocky Mountains as 
to expect a ticket agent to write a 
first-class ad. 
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A GOOD EYE CATCHER. 


The matter printed below was dis- 
tributed in Brooklyn as a circular of 
the full size as the official ballot for 
several days previous to the recent 
election. It could scarcely fail to have 
secured for McElhenie & Marsland a 
good deal of advertising, but whether 
it was the kind which brings business, 
Messrs. McElhenie & Marsland are 
alone able to tell : 


OFFICIAL BALLOT. 


McELHENIE & MARSLAND, 
Judges of Election. 


For Coughs, Colds and Croup, 
PULMOLINE. 
For Headache, 
PHOSPHO-SELTZER. 
For Fragrance, 


HELIOTROPE SACHET 
POWDER. 





For Baldness and Dandruff, 
COMATIC. 
For Invigorator, 
COCA WINE. 
For Dental Brilliancy, 
CORRALLODONT, 
ROSODONTINE, 
ROSE TOOTH PASTE, 
. For Easy Walking, 
FRENCH CORN CURE. 


For any and everything in the Drug Line, 
McELHENIE & MARSLAND, 
DeKalb Ave., corner Ryerson Street. 








POSTAGE CERTIFICATES NOT AL- 
LOWABLE. 








Walter D. Stinson, manager of 
Lane’s List, desiring to furnish an ad- 
vertising agency with proof of the cir- 
culation of his papers, recently applied 
to the postmaster of Augusta, Me., 
for an official acknowledgment of the 
payment made on a certain number of 
pounds of matter mailed by him at that 
office. The postmaster refused, how- 
ever, and Mr. Stinson thereupon ap- 
pealed to the postmaster-general at 
Washington, who responded as follows: 

In my judgment, official certificates of the 
postmaster, «f such a character as you ce- 
scribe—intended to show the bulk circulation 
of your publications, and to be used by you in 

advertising of your business—not being 
wequired or specifically rmitted by the 


Postal Regulations, should not be given. The 
postmaster's refusal to give you such is ac- 
cosdingly sustained. 
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WEEK-DAY ADVERTISERS. 


The following advertisement recently 
yaaa in the New York Lvening 
un. , 





O’NEILL’S 
6th Ave., 20th to 21st St. 


We do not advertise on 
Sunday. 


See our Advertise- 
ment in MONDAY 
Morning Papers. 











The Messrs. O'Neill probably re- 
frain from seeking newspaper publicity 
on Sundays from conscientious mo- 
tives. They believe in keeping the 
first day holy and, perhaps, think that 
by advertising their regard for the 
Sabbath they may secure the approval 
and support of a large and well-to-do 
element which holds the same views. 
It has sometimes been asserted to be 
a peculiar characteristic of the mem- 
bers of the Presbyterian Church, which 
Messrs. O’Neill are said to belong to, 
that whenever they make a sacrifice of 
five dollars’ worth of lucre for princi- 
ple’s sake, they generally contrive to 
make about forty dollars on the sacri- 
fice. 





> 


CIRCULARS. 








NOT VALUABLE UNLESS SUPPLEMENTED BY 
OTHER ADVERTISING, 


A practical circular distributor on 
Long Island has this to say about the 
value of that sort of advertising : 


The little hamlets off the main lines of 
travel are seldom reached by distributors, as 
distributing by the thousand, or “‘job,”’ it 
would take too much time. As a rule, the 
harder the people are to reach the greater ar: 
the results of circular .istribution. 

Most firms advertising ty circulars deluve 
the villages, expecting that as good results 
will follow as though the circulars had been 
used to supplement other local advertisiny. 
With circulars alone but few readers are found 
and still fewer sales, But—it’s cheap. 

It’s noticeable that few firms make a second 
distribution of circulars where the first edi- 
tion was left to make sales on its merits, 














Many of the circulars printed for country 
use are on the poorest of white paper, badly 
printed with wretched ink, and have a smutty 
appearance, The most successful circular is 
as a rule, catchy and clean, well printed and 
well composed, 

To conclude, circular advertising seems of 
little use unless followed by other ads. 

I do not feel competent to judge of the 
value of this kind of advertising in other lo- 
calities, or when sent by mail, but have seen 
and distributed thousands of circulars in the 
usual way without much results, 

The per cent returns are very small, some- 
times not three customers out of a thousand 
reached. 


[The above possesses interest, be- 
cause it is an honest opinion of a prac- 
tical man, based upon his own experi- 
ence and observation. }—Ed. P. I. 








A JOURNALISTIC PUZZLE. 


A correspondent from Vineland,New Jersey, 
asserts that there is an evening daily newspa- 
per in a small South Jersey town which is 
probably making more money for its owner 
than any daily of the same size in New Jersey, 
outside the large cities. This paper is 
neither brilliant, nor original—the same may 
be said of its editor. 

It is a common, every-day, six-column 
newspaper (filled to overflowing with paid ad- 
vertisements), whose editor makes it a rule to 
give every item of local news—even the most 
trifling, yet giving it in such a severely, re- 
spectful and respectable manner, that the most 
fastidious cannot object, at the same time 
while giving all the news—no mud-slinging 
nor items of a personal nature are admitted. 
Although almost 20 years old, this paper 
never yet contained an original editorial. 
Its editor, on the arrival of the early mail 
each day, selects items of general news from 
the great New York and Philadelphia dailies 
for his editorial column. Notwithstanding 
this lack of originality, this paper is read 
every day by 99 out of each 100 families in a 
town of 1,200 population, 

Political feeling sometimes runs high. 
This paper is Democratic in politics, while 
the town goes Republican by an immense 
majority, Yet its columns are filled with ad- 
vertisements of Republican business men, 
while the other daily paper, the organ of the 
party, does not receive one-third the patron- 
age. The same rule holds good about the 
subscription list. About election time, when 
he copies some heavyweight, unadulterated 
Democratic doctrine, a few of his subscribers 
or advertisers may get indignant and drop 
off, but they foe, return about Dec. rst. 
In the meantime, this editor makes not only 
a living, but a small fortune, He rakes in 
the sheckels with a bland and childlike smile 
all his own, 


It is asserted that the above is a 
true to life picture of a Vineland, New 
Jersey, daily.—Ed. PRINTERS’ INK. 





THE “HERALD” DID RIGHT. 
Brooktyn, N. Y., Nov. 13, 1894. 
Editor of Printers’ INK: 

The other day I placed an advertisement in 
the “* Business Opportunities” column of the 
World and Herald. After counting the 
words in the copy the Wor/d’s clerk said that 
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the ad would make g lines, which, at 25 cents 
a line, would amount to $2.25. This sum I 
paid. Atthe Herald e I was told the 
space necessary for the ad would be 8 lines, 
In that paper it costs 4o cents a line for ads in 
the column spoken of, and so I paid $3.20 
there. The next day, when the ad appeared, 
I found the space occupied was 7 lines in each 
paper. On application at the Wor/d office a 
refund of 50 cents was given me cheerfully. 
But at the Heradd office I was informed that 
no refund would be allowed, because. the rate 


was 40 cents for 8 words, although I was dis- 
tinctly told that the rate was “° cents a line. 
The Herald, however, offered to print the 


same ad again for $2.80, the rate for 7 lines. 
Now, I'd like to have Pxintrers’ Lnx’s opinion 
of this sort of transaction. Did the Herald 
act ina manner befitting a great newspaper, 
or were its methods questionable ? 
Bert M. Mosgs, 
PRINTERS’ INK is of opinion that 
the Herald did right. The space was 
contracted for on an estimate. Had 
the ad actually occupied ten lines the 
advertiser could not have been asked to- 
make up the deficiency. 





REMINGTON’S ALLEGED GALL. 
Office of ** THz Heratp.”’ 
Utica, O., Nov. 2, 1894. 
Editor of Pris ers’ Ink : 

We have just received from the re ~< 
Ageucy an order for the insertion of a five- 
inch advertisement, top column, next reading 
matter, changed weekly; also one inch each 
week among reading notices, all to run two 
yeats. In addition, 36 inches ~~.” each 
year, or 72 inches write-up in all, For the 
whole, they agree to pay 150 pounds of news. 
ink, which is practically $7.50, or $3.75 a 

ear ! 

Should not this be noted in the “ School- 
master ”’ as an ideal for advertising managers 
who desire to cultivate gail? They will-find 
takers, too, Respectfully, 

: H, E. Harris, Publisher, 

It is the fact that they will find tak- 
ers—which justifies the proposition.— 
Ed. PRinTERsS’ INK. 

—<+o~—_—_—_——__ 


WHAT THE ADVERTISING AGENT 
SAID ABOUT THE DETROIT 
PUBLISHER. 


Slowly and sadly we turned him down, 
But we felt not sympathizing ; 


i turn where we would, we heard the cry : 


e did no advertising. 

The above is a 50-cent poem fur- 
nished to PRINTERS’ INK by a citizen 
of Detroit who was chagrined to learn 
that the publishers of his city had 
adopted the Chicago plan of imposing 
fines on each other whenever one should 
be caught paying out cash for adver- 
tisements. 





THERE are papers wise and funny ;_ 
There are those that make you think ; 
But the paper for the money 
Is the little Printers’ Ink. 
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THE WORD “ FREE.” 
Reward Cards, Holiday Cards, Oil Chromos, 

Panels, Novelty Cards, Booklets, Etc. t 

Microrp, N. Y., Nov. 9, 1894. 
Editor of Prituxs’ Ink: 

During the past six years I have built up a 
trade in reward cards, holiday cards, etc., for 
teachers’ use, from a very limited local busi- 
ness to one of the largest of the kind in the 
United States, with thousands of regular cus- 
tomers located in every State and Territory of 
this country and many in Canada, 

it may interest the readers of Printers’ 
Ink to know how sucha result has been ac- 
~~ dene and the nature of the advertising 
use 


In September, 1888, the following advertise- 
Ment was sent to the Aducational-Cazette— 
a teachers’ journal, published at Rochester, 

. Y. —with instructions to run three months: 


FREE TO TEACHERS! 
Catalogue and few samples Reward Cards 
free. Our Embossed Panels, 544x7%, 3c. each, 
are extra fine for last day of school. Oil 
Chromos, same size, 2c. each. Embossed 
Cards, 4%x6, 1%c. each, $1.20 worth for 
$1.00. JOun ILCOX, Mixrorp, N. Y. 


The result was awaited with not a little 
curiosity, but there was not long to wait. Re- 
quests ior catalogues and samples began to 
come inevery mail. In another week orders 
for goods began to arrive. The plan worked 
so well that the ad was inserted in a few other 
teachers’ journals of large circulation and the 
contracts made for a year. The results were 
the same. The profits over the cost of adver- 
tising were small, but the ads were bringing 
new customers by the hundreds, and that was 
what | wanted. It is a curious fact that, 
although the above form of ad has not been 
used since the first year, replies to it are yet 
occasionally received. 

In this connection Jet me say that I believe 
the word ‘“‘free” had much todo with the suc- 
cess of the ad, It caughtthe eye of the reader 
and induced many to reply who would not 
otherwise have done so. 

During the past three years I have done lit- 
tle advertising in the papers, depending on 
circulars mailed to all my customers at least 
twice a year, and occasivnally to lists of teach- 
ers, who are not customers, 

In May, 1893, I tried the experiment of 
sending an order to ten of the leading teach- 
ers’ journals of the country for a one-inch ad, 
one insertion, in the choicest position ; 


Clip This Advertisement ! 


Inclose this advertisement with your order 
for cards and it will be accepted for one-sixth 
the amount of your order at these prices: Im- 
ported Embossed Cards, 6x8, 4c. each ; Em- 
bossed Panels, 544x7%, 2ic. each ; Oil Chro- 
mos, 5%x7%, 1¥%c. each; Embossed Cards, 
4% x6, 1c. each ; 3% x5%, 1c. each ; Imported 
cutout Cards, 1%c. each ; Cards, 3x4%, sc. a 
p’k'g of 10. Prettiest Cards you ever saw. 
Catalogue free. 

JOHN WILCOX, Milford, N. Y. 


The nature of the ad enabled me to know 
just how many replies were received from each 

per. It was a failure financially, although 
Ties now better able to judge of the compara- 
tive value of the mediums used, The cost of 
the ten ads was $17.75—about one-half the 
card rates, by the way—and the orders re- 
ceiv: ined iderably less than that 
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amount. Four of the papers failed to bring a 
single order. The ,reatest number of ey ae 
came from the paper which cost the least 
mone > Educational Gazette of Roches- 
ter, N. Y. 

My experience has been that an ad in one 
paper, ten insertions, pays better than in ten 
papers one insertion. Joun Witcox. 


OO Oo 
FLOWERY AND POETIC. 
Harmonssure, Pa,, Nov. 5, 1894. 

Editor of Printers’ Inx: 

Railroad companies and proprietors of sum- 
mer resorts find floral decorations profitable. 
Why could not retail dealers find in this 
method, on a small scale, a means to the end 
desired—to draw a crowd? A single unique 
floral specimen, well cared for and fully devel- 
oped, as the night blooming cereus, Venus’- 
fly-trap, rare orchid, or even a tank of water 
hyacinth or nymphza, would be pretty cer- 
tain to attract those who might become cus- 
tomers if the stock of goods proved worthy of 
its advertisement. 

Floral displays during the holiday season 
are particularly desirable, permitting of such 
an infiuite varicty in designs that they are 
adjustable to the requirements of every voca-- 
tion. 

It seems surprising that allusions to stand- 
ard literature are not more extensively used 
in advertising. True, nursery rhymes and 
jingles have been adapted in some cases, and 
with success; but subjects of the purer and 
higher element in our literature have been al- 
most ignored. 

Until recent date their introduction into ad- 
vertising pages woul! have been but to cari- 
caturize them—a result that would prove re- 
voltirg to beholders, But the real art now 
displayed in illustrating renders this objec- 
tion void. The charms of babies are in- 
creased rather than diminished by their prom- 
inent part inthe composition of the announce- 
ments of acertain manufacturer of prepared 
food. This, however, could not prove a suc- 
cess were the design executed in an unartistic 
manner. Art, the genuine article, is inidis- 
pensable when dealing with noble subjects. 

Dealers in agricultural implements mizht 
find in Holmes’ “* Ploughmin,” Whittier's 
**Maud Muller” and ‘* The Huskers,’’ and 
‘Tennyson’s ‘“‘The Lady of Shalctt,” with 
reapers 

- + « « « “reaping early 

In among the bearded barley,” 
suggestions for more attractive illustrations 
than the conventional spirited team trotting 
along with the cng ao mowing machine or 
reaper which the firm represents. Furniture 
dealers would find the “*Old Arm Chair,” 
and Longfellow’s “The Old Clock on the 
Stairs,” suitable for their wants. For water 
companies and {2 manufacturers there is 
the time-honored “Old Oaken Bucket.” A 
charming decoration for the window of a cloth- 
ing store is a reproduction of the heroine of 

’s well-known ‘Song of the Shirt. 
This character admits of representation at 
comparatively little expense, and its nature is 
such that, if well done, it would appeal to the 
hearts of all classes, B. L. P. 


—_— 
OH! HIGGINS!! 
Braprorp, Pa., Nov. 8, 1894. 
Editor of Printers’ Inx: 
Certainly Printers’ Ink 
Agitates one’s think. 


Yours truly 
w. ¢. Hicains, 
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WIIY NOT BARGAINS IN ADVERTISING? 
Lowe t, Mass., Nov. 8, 1894. 
Editor of Peinters’ Lnx : 

This question has often presented itself to 
my mind. And while a firm believer in the 
** one price ’’ system in every kind of business, 
I am unable to see why, if the m nt 
whose shelves are vverloaded with goods can 
have a “‘special sale” to “‘reduce stock’’ 
and not lose his standing by it, nor have his 
customers expect to get the same goods for- 
ever after at the reduced price, the newspa- 
per publisher, when he has space to spare for 
a day, or a week, may not give the merchant, 
who wants to use this space, a “ bargain ” on 
it, and why, under these circumsiauces, the 
merchant should forever hold this “‘special 
price” over him to break down his regular 
price and reflect on his business methods, 
when, as a matter of fact, the goods of the 
merchant have a value after to-day, and the 
goods (the space) of the publisher has no value 
after the paper oes to press. 

Why would it not be good business judg- 
ment for the newspaper publisher, if he knows 
that he will have one, or more, columns, usu- 
ally devoted to advertising, nvt to be so used 
to-morrow, to say to the local merchant, 
* Here is this space, the regular price for it is 
$25, it is not sold for to-morrow, you may 
have it for one-half that price.” ould he 
not by §so doing put dollars into his pocket 
that “berate would be lost, and at the same 
time would not the local merchant be learn- 
ing the value of using liberal space for his an- 
nouncements? 

Might not the progressive merchant, who is 
ona constant watch for chances to purchase 
goods in his line at a less price than actual 
value, keep his eyes open for chances to buy 
space for advertising at less than it is worth, 
and so, with his goods bought below the mar- 
ket, and special advertising on the “ perisha- 
ble goods” theory, with a small regulars 
make a better showing than his neighbor, 
who used a larger space for his every-day an- 
nouncements? ’ 

To the writer it seems that the “‘ large ad- 
vertisers’ in the ee cities use too 
much space for regular advertising ; they use 
so much that it is not possible to take proper 
care of it, Shouting in a quarter-page adver- 
tisement every day in the ay may cause a 
deafness (or blindness), so the shouts are sim- 
ply a meaningless roar, while a ‘‘ smaller 
voice,"’ well modulated, with perhaps an oc- 
casional shout to wake up any sleepy ones, 
seems to me the most effectual. W. E. 

a ee 


MORE ABOUT THE CHALK PLATE 
PROCESS, 


F, Weset Manur’c Co, 
11 Spruce St., New York, Nov. 12, 1894. ; 


Editor of Printers’ Ink: 


A few weeks ago you referred to us the in- 
quiry of a correspondent concerning the pro- 
cess of making cuts, and you published a 
substance of our reply. Since then we have 
received a number of inquiries about the new 
method which your readers have been led to 
think that we have for sale. To straighten 
out this tangle let us say that the chalk plate 
process has no connection with the plasier or 
paper moulds for stereotyping, and the advan- 
tages of paper matrices do not number among 
them any of interest to those who wish to 
make engravings quickly andcheaply. Chalk 
plate is a steel plate coated with a friable 
composition similar to chalk. An artist can 
after a little practice, with a sharp-pointed 
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tocl, make sketches or portraits upon the face 
of the chalk, cutting through to the had 
plate, the blue of the plate showing the prog- 
ress made very mucl: as pevcil marks would 
on paper. A really good single column por- 
trait can be made by an expert in ten or fif- 
teen minutés. The plate can then be stereo- 
typed from in a few minutes, the metal run- 
ning into the valleys cut by the tool in the 
chalk, and a plate or block resulting which, 
with very little touching up, is ready for 
the press, 

The complete outfit for this process is 
very inexpensive, and only costs from $15.00 


to $40.00, 
F. Wessex Mec. Co., 
G, E, Scheffler, Sec’y. 


HE EMPLOYS AN AD-SMITH. 


BripGeport Prescription PHARMACY. 
D, Fred Robinson, Ph. G, 
BrownsviL_e, Pa., Nov. 11, 1894. 

Mr, Wm. Johnston, New York: 

Deak Sir—I wish you would kindly tell me 
in your reply to the inclosed if you write your 
advertisements of ink in Printers’ Ink your- 
self, or if an expert writer did it. I take it 
you are a “ pressman,” not an *“ ad-smith,’” 
and it would be encouraging to know you 
wrote them and not a professional writer, 
because | try to do something at it myself 
(without any glaring success), and | dont 
like to quit trying. truly, 

- D. Frep Rosinson, 


Printers’ Ink Press. ] 
All Kinds of Book and Job Printing 
Promptly Executed. 
Wa. Jounston, Manager. 
New York, Nov. 13, 1894. 
Mr. D. Fred Robinson, Br lle, Pa.: 
Dear Sir—I sell printing inks and do job 
printing; that’s my business. I employ an 
ad-smith to write my advertisements and I 
put them in the newspaper that pays me best. 
One man can’t do too many things, If | was 
a good ad-smith I might not give proper at- 
tention to my ink business. 
Very respectfully, 
WILLIAM JoHNSTON. 





—_+o+ 
A SUGGESTIVE COMBINATION, 
Ovtumwa, Ia., Nov. 12, 1894. 
Editor of Punters’ Ink: 

The inclosed appeared in a recent Sunday 
edition of the Ottumwa (Iowa) Daily Demo- 
crat, Vo be sure it was an oversight on the 

rt of the “‘make-up,”’ yet the facts as stated 
in the local are true, and followed, as it is, by 
the saloon ad, causesit to be laughable. 

“A woman living on North McLean street 
was found at the Wabash d yesterday 
afternoon in a beastly state of intoxication. 
The woman was unable to walk or even to 
stand on her feet, and the patrol wagon was 
called and she was taken to jail. Itis alleged 
that the woman has heretofore borne a gc 
reputation, but that her husband left her 
Thursday and she started out yesterday morne 
ing to find him, with the above result. Last 
evening when the jailer went into her apart- 
ment he found her lying on the floor, drunker 
than ever, with a pint bottle partially filled 
with whisky lying by her side. 

“Go to the Di nd Saloon opp Bal- 
lingall House for fine wines and liquors,”’ 

Very respectfully Yours, 

“Lowa EEKLY WHEEL,” 
J. Enos Wait, Editor. 








926 


FULL OF BRIGHT AND VALUABLE 
MATTER. 


Office of 
“ Tue Commerciat APPEAL.” 
Daily, Sunday, Weekly. 
The Commercial, lished 1889. 
The Avalanche, * 1857. 
The Appeal, sie 1 
Consolidated July 1, 1894. 
Mempuis, Tenn., Nov, 12, 1894. 
Publishers of Printers’ Inx: 

Inclosed find a small advertisement, which 
Please place in the classified columns under 
the classification ‘*Tennessee,’’ and give 
same four insertions, We are corresponding 
with our Mr, Richardson now in regard to an 
advertisement in Printers’ Ink Year Book, 
and he will see in a few days in regard to 
sume. We think your issue of Nov. 7, which 
is just before us, one of the best numbers 
which you have ever gotten out. It is full of 
bright and valuable ——s matter to both 
the advertiser and the publisher. 

Tue Commerciat Appeat. 
W. G. Holmes, Bus. Mgr. 
——— +o 


WORTH $1.00 A NUMBER. 


Office of 
“Tue ASHTABULA SENTINEL,” 
Oldest paper in Ashtabula County, O. 
Es:ablished 1832. 
J. A. Howe ts & Co, 

Under present management since July, 1852. 

Jerrerson, O., Nov. 6, 1894 
Editor of Printers’ Ink: 

** Worth a guinea a box,”’ is the well-known 
legend which tops the advertisement of 
Beecham's Pills. When you advertise 
Printers’ Inx begin your ad, “Worth a 
Dollar a Number.” The evening PxintErs’ 
INK comes to hand we skim our evening pa- 
pers very lightly that we may dive into the 
interesting, neatly printed, narrow columns 
and small pages of Printers’ Ink. Every 
line is one of interest to the publisher or ad- 
vertiser. The good alone done the printers 
of America by Wm. Johnston’s new departure 
in printing ink prices is almost inestimable. 

Yours respectfully, 
. A. Howetts & Co. 


—_———-or 
MORE FAULTY NOTICES. 
Sr. Paut, Minn., Nov. 3, 1894. 
Editor of Prinrexs’ Ink: 

The ferry notice in your issue just at hand 
reminds me of the following sign which used 
to adorn the |adies’ drawing-room on one of 
the Brooklyn ferryboats : 

“* These seais are for ladies only, and gen- 
tlemen will not occupy them until the ladies 
ave seated.” 

While I am about it, I will mention another 
gem, which used to run in the Green street 
cars in Philadelphia : ; 

“ Any rudeness or incivility on the part of 
the conductor or any other employces of this 
company will be gratefully received at the 
office of the superintendent.” 

Yours truly, C.F. he 


FINDS THE CHICAGO METHOD O. K.— 
BETTER STICK TO IT. 
Editor of Printers’ Ink: 

Why not give some hints about advertising 
books? 1 have sold two editions of my book 
—circular inclosed—in a few months with 
little advertising except the circular, The 
right kind of advertising would probably sell 
many more, but the right kind is difficult to 
decide upon. Epna C. Jackson, 
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THE CREAM WITHOUT THE RESIDUE, 


Office of l 
American Mepicat PustisHers’ Ass’, 
Sr. Joseru, Mo., Nov. 10, 1894. § 
Editor of Printers’ Inx: 
In a recent issue of your little paper appears 
a paragraph which would convey the impres- 
sion that | was connected in some way with 
the Medical Brief. This was erroneous, asI 
ve no connection whatever with the above 
publication, 
lam glad to see so many taking advantage 
of your “quail shoot,” and especially the Year 
Book. In this latter enterprise you have no 
doubt struck a popular chord, and one that 
will resound through the years tocome, It’s 
just what the best advertisers have been after 
—the cream, without the residue. Yours very 
truly, Cuartes Woop Fassett. 
— 
MR. CRALL PROTESTS, 
New York Ciry, Nov. 14, 1894. 
Editor of Printexs’ Ink: 


Dear Sir—In your issue of November 14th, 
just received, you five currency to a Sstate- 
ment that a price for a specified acdvertise- 
ment in one of my Western papers was ob- 
tained from me and that I fixed the figure at 
$235.15 net. Further, that position for the 
advertisement was then asked for with read- 
ing matter on two sides, and for this I required 
one-fourth additional, making the price $293.27 
net. Thereupon the order was sent tw the 
home office of the paper fixing the price at 
$200 net, and that the order was accepted 
and position accorded without demur. 

These statements are not true. I have not 
made an estimate for an advertisement in any 
of my papers to cost $231.15 net. 

I have not made an estimate for an adver- 
tisement for position with reading matter on 
both sides, consequently did not ask one-fourth 
additional for such position, and did not name 
the price for the same $293.87 net. 

1 have this day placed in the hands of J. 
Walter Thompson a certified check for $100 
to be given to you or the “General Agent,” 
or any charity you or he may name, upon 
evidence to Mr. Thompson that the several 
st s you published are true. Unless 
you present this evidence or retract the state- 
ments on or before Saturday, the 17th inst., I 
shall publish the original and this reply as 
conclusive evidence of the falseness of the 
publication referred to, 

Respectfully, 
L. H. Crart. 





* Wrire-ups”’ are the curse of trade jour- 
nalism, for they never contain any news and 
seldom any information. ‘hey are imposi- 
tions on the good faith and good nature of 
the men who buy the paper for news, and 
they are tokens of dry rot wherever they ap- 
pear, Beware of papers that are liberal with 
“write-ups.” Space in them is of little value 
or it wouldn’t be given away.—Machinery. 


_— 
SO? 


As he plastered the wall, the billposter said 
To the idler who watched him do it: 

“I make of my biz a success, as you see, 
By faithfully sticking to it.” 


oe 


ADVERTISING in country newspapers does 

ay. A man lost his fountain pen, advertised 
it in his home paper, and on the very day of 
publication found it—ix his‘cellar, 
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A spIDER spun across the door 
é we gauzy, gray; 
The nildew grew upon the floor, 
And rats and mice and bugs galore 
Frisked all the sunny day, 
And all because the Boss was ‘* wise.” 
** He knew too much to advertise,” 
——___< > 
IF your ambition is to rise, 
Advertise! 
If your fortune’s yet to make, 
If you want to raise a “‘ stake,’’ 
And would know the road to take— 
Oh, advertise ! 


ike Lecetiieshedtil tai qaatsgst 
** Watcan’t be cured must be endured,” 
But do not tolerate 
A business bad when a business ad 
Will cure it while you wait. 
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Displayed Advertisements 


{j°PERion Mechanical Engra . Photo Elec- 
trotype Eng. Co.,7 New Cham st., N. Y. 


THEY PAY THEM. in."S.ctomers for 


PATENT COIN MAILING CARDS. 


ions pay the advertiser. Our Coin 
will smenenee TE. circulation. Send at once 
for samples to ALVORD & CO., Detroit, Mich. 














Circulation, 150,000. 
...Rate, $100 per page. 


Arthur’ Sana 
Peterson’s 


New York. 
Philadelphia. 
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in Milwaukee ? 


The Eastern Branch Office of 

The Evening Wisconsin Company is at 
to Spruce Street, New York. 

C. H, Eddy, Manager. 


LL the millionaire proprietary medicine concerns 
you can think of created their trade in Milwaukee 

by the help of the Evening Wisconsin. 
most trade creator in its section. 
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It is the fore- 
Do you want trade 
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Offices : 
38 Park Row, N. Y. 
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oo is but one morning newspaper printed 

in the English language in New York 
City whose circulation the publishers of The 
American Newspaper Directory, for 1894, are 
willing to guarantee by a forfeit of one hun- 
dred dollars. 


That paper is 


The Press. 
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California 
Sal Francisco 
The Evening Post 


is recognized, | 

having the largest con tlhe 
lation of the Evening 
Dailies. Tue Post sends 
young — i. women 
to th ost educa- 
tional institutions of Cali- 
fornia, free, every year, 
as premiums for new lists 
of subscribers. This is 
one of many reasons why 
—_ co ag ee E. 

largely among the 

families of San Francisco. 


The Evening Post 


iS ALIVE. 


Hues Hume, Proprietor. 
F. P. Bautpwiy, Bus. Mgr. 


New York Office, 
RHINELANDER BUILDING. 
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THE 


Housekeeper, 


MINNEAPOLIS, MINN. 
has just entered its 18th 
year, and steadily main- 
tains its position as one 
of the most profitable 
mediums for reaching 


Women and Homes 


- 123,000 Semi-Monthly. 
Full particulars direct, 
or from 


New York Office, 
517 Temple Court, 


C. E. ELLIS, Manager. 
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E was too late for 
December issues and 
missed his share of the 
holiday trade of the read- 
ers of our 


1,500,000 
PAPERS. 


This is the story of a prominent New 
York Fag eg who planned to use 
pace, but forgot that bay + + 
ueuee Pedition it is necessary 
close a full month in advance of. date of 
paper. Please remember that we 


Commence Closing 
January Issues 
on December First. 


VICKERY & HILL LIST 


PAYS ADVERTISERS ALL THE TIME. 


Testimonials and full particulars from 
the Home OFFIicg, AUGUSTA, ME., or 


New York Office, 517 Temple Court, 
¢, BE, ELLIS, Special Representative. 


PAPI FIV 
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Daily, 13,000 
Sunday, 13,000 
Weekly, 4,000 


** There are others.’’ 
But there is but one 


Grand Rapids 
Democrat. 


It is the one paper in Michigan 
—_ of Detroit that stands 
pend rominently. With a news 
ice of unusual excellence 
and every a are 


ecessary 

dail —and a ye suai for 
~4 and quantity is_une- 

pr in its section—the DEmo- 

CRAT with 


\| 


| 
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ll 


13,000 


daily is invaluable for adver- 
tisers. 


mm 


Address for information 


H. D. LaCOSTE, 
38 PARK ROW, 
NEW YORK. 
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Key 


Successful 


IS NOT HARD TO FIND 
WHEN YOU KNOW 
WHERE TO LOOK FOR IT. 


- NOTE—usE 
WILMINGTON (Del.) 
—use the MORNING 
NEWS (only morning 
paper in the State). 


PHILADELPHIA (Pa.) 
CALL the greatest fam- 
ily paper in Philade!- 
phia. 

EDGAR M. HOOPES, 


Manager Foreign Advertising, 
WILMINGTON, DEL. 


| licatio 
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Ohio 
State 
Journal. 


Leading Newspaper 
Of Central Ohio. 


Established 
1811. 


Daily—Circulation 12,750, only morning 
newspaper printed at Columbus, a city of over 
100,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio, 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circulated in Columbus on Sunday that 
prints all the telegraphic and local news. An 

pecially good medium for classified adver- 
tisements. 

Weekly—Now issued as a twice-a-week 
edition, on Tyesdayand Friday. Circulation 
22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 


“OHIO STATE JOURNAL CO., 














At $1 PER Linz. 
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TAKE AN INCH 
IN 
THE MAYFLOWER 
AND 
GET AN ELL IN RESULTS 
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FROM 160,000 SUBSCRIBERS. 
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\ 140 W. 23? ST., N.Y. 


Experts in Typography. Telephone 11 31-18th St. 


Nov, 8, 1894. 
Mr. WM. JOHNSTON, 


ro Spruce St., N. Y. City. 


Dear Sir: 

We are getting our inks from you and have given you 
some severe tests. We did not think it possible that there 
could be such a vast difference in the prices of the same grades 
of ink, and if you had not made your statements so emphatic in 
your Printers’ INK ads, we might still be paying three prices 
for the identical goods we are now buying from you. On our 
work we require printing inks of the very finest quality, regard- 
less of price, consequently our first order was given with con- 
siderable doubt. We understood your agreement to refund the 
money if not satisfied, but we did not want the annoyance of an 
unsatisfactory experiment, entailing waste of time, ruffled tem- 
per, and loss of confidence in human nature. However, we 
made the experiment, and the result is you are now supplying 
us with all the inks we use. We formerly had a great deal of 
trouble with some brown inks, and are happy to say, that while 
all the inks we have bought of you are entirely satisfactory, the 
brown is superior to any we have ever used at any price. We 
have always contended that “the best is good enough,” and we 
are satisfied that yours is the best. 


Yours very truly, 
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INKS ARE 


ALL RIGHT, | 7 
BUT EXPRESS CHARGES ARE TOO HIGH. 








Magazine Printing Company, 
Publishers of Utah Magazine, 
..... Printers and Engravers 
62 Richards Street. Telephone 489. 


SALT LAKE City, Sept. 1, 1894. 
Ws. JOHNSTON, Esq., 
10 Spruce St., New York. 


Dear Str—As a sample order, please send us the following: 


Four %-lb. cans Blue-black Job Ink............... $2.00 
Two 1-lb. cans each of Red, Yellow and Blue Poster 1.20 
Two %-lb. cans $5.00 Black ...........00ee seers 1.00 





Inclosed find check for $4.20 
in payment for same. Please send by express. If your inks 
prove equal to the higher-priced inks of other dealers, we think 
it is high time the printers of the country should be convinced 
. that they have been “buncoed” long enough. 
Yours truly, 

THE MAGAZINE PRINTING Co. 

D. R. Lyon, Acting Manager. 








SaLT Lake City, Nov. 6, 1894. 
Ws. JounsTon, Esq. : 

Your inks have been used by us, and have proven equally 
as good, so our pressmen say, as those heretofore used by us 
that cost us two or three times as much. When we order more, 
we shall try to make up 100 pounds to come by freight, as the 
express on last ink (and box) cost us just 32c. per pound, which 
reduced the profit made considerably. 

Yours truly, 
THE MAGAZINE PRINTING Co, 
D. R. Lyon, Acting Manager. 
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N advertisement contracted for to appear 





in Printers’ INK for the year 1895 will 





be inserted FREE in all remaining issues of 
1894. After the new year begins bills will be 
rendered monthly. 


ADDRESS 


PRINTERS’ INK, 10 Spruce St., New York. 


Nov. 21, 1894. 
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If You Want ; 
To Talk " 
To 


All The People 


OF COLORADO, 


All The Time, 


T ALK coromne Y ROCKY MOUNTAIN 
OF THE NEWS. —__—“ 


Its editions go into every City, Town, Village, 
Mining and ‘‘ Cow” Camp in Colorado, and cov- 
er generally the whole Rocky Mountain Region. 
It is the organ of the people of the West and 
enjoys the confidence of its readers. 


Daily, over 22,000 Truthful 
Sunday, *“* 28,000 Circulation 
Weekly, “ 5,000 Statements 


are given daily, whether showing an increase or 
decrease. Only paper in Colorado producing a 
sworn statement of circulation. Address 


ROCKY MOUNTAIN NEWS, 
DENVER, COLO. 
Or HENRY BRIGHT, 11 Tribune Building, New York. 
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IT’S A HUMMER, 


Tue St. Paut Grose. It has more Live News and 
more advertisements than any other paper in St. Paul. 


105 COLUMNS 


of announcements of business men of St. Paul in the 
Nov. 4 (Sunday) issue of the GLope—the popular 
paper. A sure test of a successful paper is its home 
patronage. 


THE ST. PAUL GLOBE 


has been steadily gaining in popularity, and since 
the reduction from a five-cent to a two-cent daily, 
it has made a wonderful increase in circulation. 


IT IS PROSPEROUS 


and enterprising. More than $50,000 will be spent 
in improving the property before Jan. 1, 1895. 


OUR PRESENT CIRCULATION 


is 26,000 for the daily and 38,000 for the Sunday issue. 
Advertisers will find it’s the paper which brings results. 





The Sr. Paut Grosz, Daily, Sunday and Weekly, not only 
has by far the largest circulation in the Northwest, but reaches 
the homes of the 100,000 class and the “more or less pros- 
perous million.” 

¢e¢¢ ¢ 


Rates or any information furnished by the 
Advertising Agencies or by 
Cc. E. ELLIS, 
Special Representative of ST. PAUL GLOBE, 
517 Temple Court Building, 
NEW YORK CITY. 
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Of a daily average of more than 50 columns of advertisements in 


[HE WASHINGTON 
EVENING STAR 


Something less than three columns are taken by “‘ foreign ” or out-of- 
town advertisements, the overwhelming preponderance being of local 
merchants, who advertise for direct results, and get them. 

The Star’s list of outside advertisers is ‘‘ gilt-edged,’’ however. 
It includes the Royal and Cleveland Baking Powders, Cottolene, Gold 
Dust Washing Powder, Pyle’s Pearline, Warner’s Safe Kidney Cure, 
Paine’s Celery Compound, Kennedy, Cuticura, Hood’s Sarsaparilla, 
Ayer’s Sarsaparilla, Carlsbad Salts, Duffy’s Malt Whisky, Sonnette 
Corsets, Imperial Hair Regenerator, Webster’s Dictionary, Foster 
Medicine Company, California Fig Syrup, World’s Dispensary Medical 
Association, Epps’ Cocoa, Swaim’s Panacea Cures, Beecham’s Pills, 
Dr. Pierce’s Remedies, Scott’s Emulsion, Carter’s Pills, Castoria, Johan 
Hoff Malt Extract, Liebig Beef Tea, and others. 

These advertisers find that space in The Star is profitable to them. 


New York Representative: 
L. R. Hamersly, 
Potter Building. 
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It is an orna- 


It works both ways--opens letters and measures ads, 





and a two-cent stamp we will mail you one of these handy aluminum rules, 


Every advertiser should have one, 
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THE LEADING GERMAN PAPER orme WEST 
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A Good Rule 
Works Both Ways. 


THIS ONE DOES THAT. IT OPENS LET- 
TERS AND MEASURES ADS. 


A GOOD RULE 


FOR ADVERTISERS TO FOL- 
LOW IS TO SELECT THE 
PROPER CHANNEL IN WHICH 


TO MAKE THEIR AN- 
NOUNCEMENTS. 


THE REST Is EASY!!! 


Dic.. 
-Wlestliche = 
post 


IS THE LEADING 


German Daily 


WEST OF NEW YORK. 
IS IT ON YOUR LIST? 


ANY INFORMATION CHEER- 
FULLY FURNISHED BY 
Westliche Post Association, 
ST. LOUIS, MO. 


EDW. L. PREETORIUS, W. H. KENTNOR, 
Business Manager. Adv. Manager. 











T is will j (erest oll | On receipt of your address 
| i] | e ment for the vest pocket. 
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The St, Louis 
Chronicle 


Guarantees to Advertisers : 


First—A larger daily circulation 
than any other daily newspaper in 
the State of Missouri. 


Seconp—A larger circulation in 
the 750 cities and towns surrounding 
St. Louis than any other daily news- 
paper. 

Tuirp—A larger paid circulation 
than the combined circulation of all 
other St. Louis afternoon papers. 





CIRCULATION: 
Week Ending November 3, 1894. 





Monday, October 29, . 95,206 
Tuesday, October 30, . . 94,699 
Wednesday, October 31, . . 95,213 
Thursday, November 1, . 95,835 
Friday, November 2, ae ee ae 
Saturday, November 3, . . . . .  . 96,174 

Total for Week, . 573,440 

Daily Average, . 95,573 


SPACE INCREASING IN VALUE. 
BOOK YOUR ORDER NOW. 


E. T. PERRY, 
Manager Foreign Advertising Department, 
53 Tribune Building, 503 & 504 Boyce Building, 
NEW YORK. CHICAGO. 
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The great end and aim 
of all intelligent general 
advertising is to cover all 
the ground in a certain 
district, thoroughly. 


To do this, in the rich- 
est of the Western States, 
you cannot afford to leave 


out the lists of the C.N.U. 


The advantages are: Saving of time and money in many 
different ways. Covering large territory at little expense. 
Reaching a class of people which gives the very best returns of 
all to the careful advertiser. 








Chicago Newspaper Union, 


93 S. Jefferson St., 10 Spruce St., 
CHICAGO, ILL. NEW YORK. 


: FURTHER DETAILS IN CATALOGUE. 
« 
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/ BUFFALO 


coming cities; the development of elec- 
tric power from Niagara Falls is fast 
covering that entire section with fac- 
tories, stores and dwellings. 

The street cars of Buffalo, Tona- 
wanda and Niagara Falls are all elec- 
tric, modern, and among the finest in 
‘America. 








i 


CARLETON & KISSAM 


control the 


ADVERTISING 


in all of them. 
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FOR RATES, FOLDERS, ETC., ADDRESS 


50 Bromfield Street, Boston. 
Postal Telegraph Building, New York. 
534 Main Street, Buffalo, N.Y. 


is one of America’s | 
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ideas—this is the retail branch. 





ADVERTISING FOR RETAILERS. 
Edited by Charles Austin ‘Bates. 


Retail merchants are invited to send advertisements for criticism and suggestion ; to 
uestions about anything pertaining to retail advert gh d — pene experiences 
ana hints for the betterment of this department. PRINTERS’ 


clearing-house for 








Mr. Horatio Staples writes some 
very attractive advertising matter for 
J. R. Libby, of Portland, Me. His 
style is very crisp and terse, and com- 
bined with a large number of prices 
always quoted, I should think ought to 
produce very satisfactory results. If 
there is any criticism to be made on 
the advertisements, it is that they are 
just a little bit too jerky in their con- 
struction. This is a good fault, how- 
ever, and makes the advertisements 
easy to read. Here is the heading 
from one of the recent ads, which will 
give a pretty good idea of Mr. Staples’ 
style : 

“Strike but hear me!” 

Yes, but the New York Cloak makers out- 
Themistocles-ed Themistocles, for they struck 
and wouldn’t hear anybody. 

(Save possibly some os walking 
delegate who was earning his salary by trying 
to keep other people from earning theirs.) 

‘They struck, the whole kit of ‘em. 


That’s why Cloak makers’ children are- 


hungry, 

That’s why there’s a Cloak famine. 

That's why Cloak manufacturers can’t de- 
liver the goods they've contracted to. 

We sincerely regret the situation, although 
we profit by it. 

For when we opened our new Garment 
rooms, we laid in a double stock of Garments 
for Ladies, Misses and Children, which 
makes us independent for the time of strikes 
or strikers, 

If we followed the usual custom in such 
cases we'd hold our Garments for a rise when 
the famine pinched tightest. But we’ll re- 
verse the custom. 

We hereby reduce the price on several lots 
just to keep the trade tide flooding. 

‘luesday morning we cut price on the fol- 
lowing lots: 


In another advertisement Mr. Staples 
says: 
With our advertising method 
A Soeteue is that we are apt to neglect 
mentioning lines of goods that 
are moving off merrily. That’s not wise, for 
the active, popular, free selling stuffs should 
ees constant mention, Velvets, for instance. 
elvets have been selling splendidly with us 
this fall. For waists, for balloon sleeves, for 
trimming, for fancy work, for millinery work. 
And our advertising column of Velvets has 
shortened in proportion as the sales column 
has lengthened. 
Even now we have no intention of enumer- 
ating the items. 
Just a statistic or soto tax your credulity. 


I think that in apologizing for hi 
advertising method, Mr. Staples is 
making a mistake. That is to say, | 
believe very strongly in the plan of 
putting most of the advertising effort 
onto slow selling stock. 

If the silk counter is doing all the 
business it can, and if people are posi- 
tively clamoring for silks, that depart- 
ment will need no advertising. 

If economy in advertising is any ob- 
ject, the space should be devoted to 
some other stock. Rrobably at the 
time silks are selling freely, wool dress 
goods are limping along several degrees 
behind last year’s business. That's 
where the advertising ought to go. 
All the silks need at such times is a 
semi-occasional push and a line or two 
simply to tell people that they are 
there. 

If the advertiser will keep careful 
record of the daily sales in each depart- 
ment, and take last year’s sales as a 
guide for this year’s advertising, he 
will soon establish a system that will 
be effective in theextreme. The effort 
is always to beat last year’s business. 
If the stock is taking care of itself, 
and will beat last year’s record without 
help, it is tolerably safe to let it alone, 
but if it is lagging a little bit, it needs 
a good strong tonic. 

An advertiser should never be satis- 
fied with last year’s business. Satis- 
faction leads to inertia, and if a busi- 
ness ever stops growing, it is more 
than likely that it will shrink. It is 
not very often that it will stand still. 
It must go forward, or it will slip 
back. The other day I was tolda little 
story of Mr. B. Altman, whose busi- 
ness is probably the finest of its kind 
in the United States. On a certain 
day, some time ago, the head of Alt- 
man’s cloak department said to him: 
** We had a good day yesterday, didn’t 
we? The sales were very much ahead 
of anything we have ever done before. 
I am very well satisfied with them.” 
Mr. Altman replied: ‘‘ You should 
never be satished, I am never satis- 
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fied. If I had been satisfied, I never 
could have built this business as I 


have.” 
* % 


* 
THOMASVILLE, Ga., Nov. 6, 1894. 
Mr. Charles Austin Bates, New York: 


Dear Sir—If convenient, would you mind 
expressing your opinion, candidly, of the in- 
closed advertisement? It has only appeared 
one time, bottom of first column, ‘first page, 
adjoining reading matter. Ad marked No.1 
was prepared by me and appeared in position 
named, while ad No. 2 was prepared by ad- 
vertiser and appeared in another paper. Asa 
regular reader of your articles in PRINTERS’ 
INK, your criticism of these ads would be 
highly appreciated. Very ae yours, 

. R, Hawk 


Ad No. 1. 


D 
own, ® 


BEDS on which to woo the 
Drowsy God are true de- 
lights. Nothing is more 
conducive to Healthy slum- 
6 ber than well made beds. 





My Mattress Factory 1s in 
charge ef an expert, who 
knows how to make and 
overhaul a mattress. 

All kinds of Furniture 
Repairing and Upholster- 
ing. Chairs Bottomed. All 
work and prices guaranteed 
satisfactory. Your patron- 
age solicited. 


S. D. ALLISON, Singer Office, 
133 East Jackson Street. 


Ad No. 2. 


MATTRESS MAKING. 


Having secured the services of an expert 
mattress maker, I am prepared to make mat- 
tresses to order, overhaul old mattresses, up- 
holster and repair furniture, bottom chairs, 
ete. S. D. ALLISON. 
At the Singer Sewing Machine Office, 133 

East Jackson street. 











I should think that advertisement 
No, 2 was the better, although both of 
them are pretty bad. In No. 2 Mr. 
Allison says that having secured the 
services of an expert mattress maker, 
he is prepared to upholster and repair 
furniture, bottom chairs, etc. This 
may beall right, but it sounds queer. 
However that may be ad No.1 has 
the advantage of directness and plain- 
ness of statement. Something more 
could have been said, of course. The 
point which both ads have missed is 
that with proper repairing, old furni- 
ture may be made almost as good as 
new, and that making over a mattress 
once in a while makes it practically as 
goed as a newone, I should think 
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that in such advertising the economy 
feature should be dwelt upon, and the 
possibilities for rejuvenation even in 
very old furniture. 

In ad No. 2 the effort to write a 
catchy advertisement is too apparent. 
It shows ‘‘ the trail of the ad-smith.” 
That is a disadvantage which is found 
in a great deal of the so-called 
‘‘ catchy” advertising. 

There is such a thing as being too 
smart. A good business man said to 
me the other day that he did not want 
his advertisements to sound as if they 
were written by a professional adver- 
tisement writer. He didn’t want any 
verbal pyrotechnics in them, but wanted 
them to sound exactly as if he had 
written them himself. This is a good 
point, and advertisers who do their 
own work, or employ others, should 
bear it in mind. The plain facts, 
plainly, pleasantly, forcibly, convinc- 
ingly told are what seli the goods. It 
is sometimes wise to garnish the dish 
with a little rhetorical parsley, but 
don’t make it all parsley and no meat. 
Don’t lose sight of the fact that the 
meat is what people want and that the 
decoration is the least important part. 
Don’t get ‘‘the cart before the horse.” 
Smart sayings do not necessarily make 
smart advertisements. 

* * 
NovEMBER 6, 1894. 
Charles Austin Bates, Esq.: 

Dear Sir—I see in a recent number of 
Printers’ Ink you say you don’t know 
whether alliterative efforts in ads sell goods, 
butthat they do draw attention and smiles, 
This is true ; but I always thought the chief 
merit of alliteration was that it rendered 
phrases easier to remember. “* Present prices 
prompt to purchases’’ is easier to remember, 
more apt to be recalled, than *‘now prices 
suggest buying. Fixing facts in folks’ minds 
can hardly fail “ some efficiency in selling 
goods the facts relate to, if they are facts 
worth knowing. Very truly yours, 

‘RicuarD L, Curran. 

Neither expression has any real 
meaning. Both aretrite. They could 
be left out of the ad just as well as not. 
That is the trouble with most all al- 
literative effort. Slight alliteration 
gives a smooth, rhythmical ring to a 
sentence, but in most advertising al- 
literation the strained effort is so plainly 
apparent that force is lost. Make the 
meaning as clear and as forcibly ap- 
parent as possible. That is the prime 
consideration. I have known people 
to remember ads without remembering 
what the ad was about. Don’t waste 
space trying to be literary or cute. 
Sell goods, 
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For Pianos. 


SAFETY AND : 


SATISFACTION a 


Come from dealing at the best place. 
Makes no difference whether you 
are buying meat or dry goods, or 

ianos—the best place is the best. 

eputation for goodness cannot 
come by accident. Itcomesthrough 
satisfied customers. Twenty-eight 
years of pianoselling in Newark has 
given us a standing that we cannot 
help being proud of. 


And the SYMPHONY it playeth every day 
And they who miss it, © miss it.” 


S. D. LAUTER CO., 


657 & 659 Broad St. 
















For a Cash Merchant—(By Eugene Young). 


CREDIT PAYS 


If the merchant takes the care of a huge 
system of accounts and charges a suf- 
ms ficient price for his goods to pay any 
loss from bad creditors and interest on 
outstanding accounts. But 


IT IS BETTER 








<4 For the customer if the merchant con-| 
2 


“%> ducts his business on a strictly cash 

basis. e has no need for a force of 

bookkeepers and bill collectors; he 

Na, figures on no loss from bad debts, and 

7 he has no interest to pay on outstanding 

Vv money. Because we conduct our busi- 
ness without giving credit we are able 
to give you the lowest prices for guods 
that you can obtain anywhere. Come 
and test our offers. 





For Silks— By Yas. Mac Mahon). 


SHIMMERING 
SCINTILLANT SILKS. 


Ge Our bargain offerings in silks this week 
YSN are exceptional in the character of the 
(GE goods shown and the low prices quoted, 
ISN and will eclipse anything ever shown in 
Gk this city. Remember the Silks we men- 
YSN tion are new goods, in the latest styles 
GQ and colorings. Nounseasonable or shop- 
( 











a worn goods will be found among them, 
RS It is our combination of quality, style 
GRE and price that always wins, as witness 
Ge _sthe magnitude of our silk patronage, 
GN Ladies look to us as authority on fash- 
He ion, praise the excellence of our taste 
fzZ) and quote our prices as a standard of 
RA values. 

WE 
INSEE SAN ACE RAINES 
PROV TTR REA! 





For Millinery—( By E. French). 
> MY ~> 


MARIE ANTOINETTE HAT 


Is so called because it is 

beautiful enough to have 

increased the charms of that 

lovely queen,as it will increase 

those of any pretty, graceful 

woman. It will be becoming, never 

fear that—and thisis why: Its de- 

sign issuch as to admit of certain little 

changes, wrought by my hands while 

you are before me. It is lovely in itse'f 

and there are but few women who are not 
lovely in it—after 


ciangtethepies MALONEY’S 
MILLINERY 





varies between $7 
and $14, depending 
on those changes. 








For a Horseshoer—(By E. French). 
The Q 
Horse * 6 
Kicked 


And had a right to kick—and four out 
of five horses would kick, if they were 
not better Christians than their masters, 
Any man knows how his own foot feels 
in a pinching shoe, or on a nail in its 
sole. Every horse has had his sole 
punctured, or his foot pinched by an ill- 
fitting shoe—because blacksmiths too 
often think *‘anybody can shoe a horse.”” 
I believe I understand horses’ feet, I’ve 
studied them from books and from much 
experience. I cannot only put a shoe 
on, but I can 


Make It Fit. 


Fully half my custom comes from the 
blunders and ignorance of horseshoers, 
whose prices are fully half less than 
mine—and dear at that. 


VULCAN, : BLACKSMITH. 








For Stoves—(By W. W. Brett). 


PLAIN 
BUT GOOD.... 





‘ 
s 
~\ 
‘ 
‘ 
‘ 


That’s one of our No. 8 Stoves, 
and it costs $11.50. Fancy work on 
acook stove doesn’t make it cook 
any better. The money in this 
$11.50stove is all cook money. Prices 
run up to $18.00; then to rf 5.00 or 
$40.00 for a Steel Range. his is 
all that money can buy in a steel 
coal burner. It’s the best cooker 
made, and that is all there is to it. 
Come in and look them over. We 
sell Cook Stoves on payments of 
$1.00 per week, 


OOOOOOO0000O! 
OOQOOQOOO0000 
SOOOOOOOOCOOOOCOOY 


sOO00O 
sOOOO 


s 
s 
‘ 








PRINTERS’ INK. 





Advertising Fable No. 1. 


**An ass climbed to a roof and frisking about broke the tiling. 
His owner caught him, drove him down and beat him severely. 
The ass said: ‘ Why, I saw the monkey do this very same thing 
yesterday and you all laughed heartily.’”—Esop. 


It was Publius Syrus who said: ‘‘When two 
do the same thing, it is not quite the same thing 
after all.” 

Anybody can advertise. That’s easy enough. 
Just as easy as paying a bill. To advertise judi- 
ciously is another matter. 

The preparation of a telling advertisement and 
the placing of it in the right papers, in an economi- 
cal way, are two of the things a good agency 
does for its clients. 

THIS AGENCY HAS A RECORD OF 20 YEARS OF SUCCESS. 


WHETHER YOU WANT TO SPEND $100 OR $100,000-- 
waite To us. 


THE GEO. P. ROWELL ADVERTISING CO., 


10 Spruce Street, New York. 
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